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SIDE BY SIDE. 


< On June 14th an elegant 
ae Bronze Statue of BENJATIIN 
FRANKLIN was unveiled at 
the Philadelphia Post Office Site 
to mark the ground whereon Franklin discovered that great 
power, electricity, by means of the kite. 


a a R ECOR D 


is proud that its building is in such close proximity to this lasting 
and just tribute to the illustrious Pioneer Electrician-Printer- 
Journalist; and rejoices, too, in the happy coincidence that the 
Home of The Pioneer One Cent Newspaper of America has 
its shadows graced by the patriotic gift of one of its largest adver- 
tisers, Mr. Justus C, Strawbridge, of the firm of 






ail? 
Strawbridge & Clothier, to the City of Philadelphia. SY 
* Pe dy 
PEACE AND 
PROSPERITY REIGN. 
en 


The Record Publishing Co. 
Philadelphia. 
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Not Expediency---But Necessity 





There's the very backbone of advertising in STREET CARS. 
Business success demands every channel of opportunity; missing 
advantages shrinks results. : 

The greatest volume of business the world has ever known 
is xow gathering. Those who have made preparations will gather 
most profits. They'll get the ‘‘ first fruits’’ and enjoy the longest 
season of good business. 

This is the reason we urge in soliciting your advertising for our 
Street Car opportunities. 

Our service leads through over 100 of the best cities, touching a 
prosperous population of some 15,000,000. 

Let us come with details. 





“s Mulford & Petry Company 










EASTERN OFFICE - 


WESTERN OFFICES: La] La! Aa] A Lal Tae 


99 WooowarD AVENUE, BY STREET CAR ADVERTISING 220 Broanway, 
Detroit. a New York. 
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ADVERTISING SUBURBAN 
REAL ESTATE. 

THE PUBLICITY GIVEN TO “BOROUGH 
PARK,’ BROOKLYN—HOW THE 
PLACE IS ADVERTISED—ENORMOUS 
SALES IN ONE YEAR—ONE THOU- 
SAND STANDS OF POSTERS—AT- 
TRACTIONS MADE TO ORDER. 








Fortunes 
In New York City 
You can Duplicate 
These words are 


“America’s 
Were Made 
Real Estate. 
Their Success.” 
printed in bold 


greatest 


AUGUST 23, 


ADVERTISERS 
Post? OFFICE, JUNK 29, 1893. 
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every facility for obtaining all the 
desired information as to the ad- 
vertising that had been done, and 
sent around a special representa- 
tive in a carriage and pair to show 
him the attractions. 

But before setting out for the 
drive I asked Senator Reynolds 
some few questions, and here are 
his answers. Read them, oh, ye 
timid and doubting advertisers— 
read them, ponder over them, and 
learn a lesson therefrom. Then 

lookat the man 





red letters 
across a twen- 
ty-eight sheet 
colored poster 


now to be seen 
all over Great- 
er New York. 
In another part 
of the poster 
is a list of the 
New York mil- 
lionaires 
—headed by 
William Wal- 
dorf Astor— 
who have made 





their money 
out of metro- 
politan real es- 
tate. The pos- 
ter itself is a 
view of Man- 





whose _ photo- 
graph adorns 
this page, and 
you wil see a 
young Ameri- 
can of restless 
energy who has 
in one short 
year made a 
record in real 
estate selling 
that will, I 
believe, beat 
anything ever 
done before in 
this or any 
other country. 
And he ac- 
knowledges that 
he accomplish- 
ed what he 
did altogether 








hattan and 
Brooklyn, show- 
ing the loca- 
tion of Borough Park, which is 
in the Borough of Brooklyn, and 
its nearness to the business section 
of Manhattan. 

A representative of PRINTERS’ 
Ink recently took a Fifth avenue 
car from the Bridge and rode out 
to the main office of the Borough 
Park property, there to interview 


Senator W. H. Reynolds, the 
owner of the estate, and the man 
who advertises it so liberally. He 


received the Little Schoolmaster’s 
envoy cheerfully, and afforded him 


W. H. Revwotps. 


through his 
faith in adver- 
tising. 

“How long have you had this 
property, Senator ?” 

“T took possession on the 7th of 
March, 1808. It was then a large 
potato patch. I determined to turn 
it into a high-class residential dis- 
trict, where the middle classes 
could own their own homes, build 
them to suit their particular fancy, 
pay for them on easy terms, and 
settle down comfortably in life. A 
year ago I commenced to advertise 
the property for sale in lots. 
am a practical builder myself, and 
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put up a few houses here on spec- 
ulation. I advertised the ready- 
made homes as well as the build- 
ing plots, and in the year I have 
had astonishing results.’ 

“In what way? 

“Well, when I began to adver- 
tise there were exactly seven fam- 
ilies living on this estate. Now 
there are 250 families, and all own 
their own homes, while the number 
of lots that are sold and will soon 
be built upon would surprise you 
very much.” 

“Then the 
you?” 

For answer Senator Reynolds 
rapidly figured on a piece of paper 
and then said: 

“In one year I have sold $1,700,- 
000 worth of property here, and 
one-seventh of that amount at least 
has been paid to me already. I 
have spent about $50,000 in the 
year for all sorts of advertising. 
Now you can guess how well it 
paid.” 

“What mediums have you used ?” 

“Most of the New York and 
Brooklyn dailies, and I usually 
take half pages. I believe in big 
and bold advertising, and that. is 
why I spend so much money in 
posters.” 

“Do you think posters are pref- 
er rable to newspapers, then?” 

“In proportion to the cost, yes 
They give you more display for 
the money. I do not mean to dis- 
parage the newspapers, however, 
but my own opinion, founded on 
experience, is that we get more 
returns from our poster advertis- 
ing than we do from the news- 
papers, dollar for dollar.” 

“Your experience makes your 
opinion valuable, Senator, but it 
strikes me as being curious.” 

“No doubt, but here is the idea. 
I am using big twenty-eight sheet 
posters, all in colors. They are 
big enough and pretty enough not 
to be missed. I have one thousand 
stands of these throughout the 
Greater city. Now, how are the 
people going to get away from 
them? Go where they will they 
are bound to see them, and the 
poster, when they have to look at 
it, is not simply attractive but in- 
structive. It makes the big and 
the truthful point that the leading 
millionaires of the present day 


advertising paid 
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have made their money out of New 
York City real estate. It shows at 
a glance the position of the prop- 
erty—half way between Brooklyn 
Bridge and Coney Island on the 
Utrecht road. The future of the 
locality is almost certain, and wise 
investors have been quick to see 
the advantage of the position. 
Now, if you will just take a short 
drive with Colonel Dillont he will 
show you what advertising has ac- 
complished in the short space of a 
year. 

Col. Dillont, a gentleman of sol- 
dierly bearing, and the most affa- 
ble of manners, here escorted me 
to a carriage that was in waiting, 
and together we drove through the 
various avenues of splendid resi- 
dences now built, and many others 
in course of erection. Workmen 
were busy in all directions, swarms 
of them around every house that 
was being built. 

“It may surprise you,” said the 
Colonel, indicating the various 
gangs of workmen, “to learn that 
our weekly payroll averages be- 
tween $7,000 and $8,000 every 
week for bricklayers, carpenters, 
plumbers, painters, etc., and yet 
the great difficulty with us is that 
we can not build houses fast 
enough to meet the demand. The 
Senator is a practical builder and 
will not allow any ‘scamped’ work. 
Everything has to be up to the 
highest standard of workmanship 
or he will reject it. 

“May I ask what class of people 
are settling here?” 

“Well, please don’t imagine that 
everybody who has the money to 
buy is selectenoughto suit us. The 
Senator is very determined about 
maintaining a high character here, 
and the restrictions are numerous, 
but all for the good of the com- 
munity. The very best people, as 
to character and standing, are set- 
tling here. It may interest you to 
know that we have several adver- 
tising men among us. Mr. Thomas 
Evans, business manager of the 
New York Herald, resides here, 
and so does Mr. Mueller, of the 
New York Press. Leon Barritt, 
the newspaper artist, owns that 
house over there. Frank C. Ives, 
the billiard champion, lives in the 
large house here, and Frank Bailey, 
vice-president of the Title Guar- 
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antee Co., has a residence on the 
next avenue.” 

Colonel Dillont then drove up to 
the Borough Club House, and 
showed me through the spacious 
rooms. Everything that ought to 
be found in a first-class club is 


there. The one prevailing charac- 
teristic throughout the building is 
spaciousness; in fact, this is a 


prominent feature in all the build- 


ings. The Club has proved one 
of the great attractions of the 
place. It has now 140 members— 
all residents—and every night 


there is some attraction or other. 
As the Club is within one or two 
minutes’ walk of each member's 
home, and ample entertainment is 
afforded there, it is a rare thing 
for any resident to come back into 
the city in the evenings. Senator 
Reynolds himself lives there. 

As Colonel Dillont and myself 
stood upon the broad upper veranda 
of the Club House and gazed over 
the broad avenues of handsome 
residences, T could not help think- 


ing of the mighty power of adver- 
tising, which, with Senator Rey- 
nolds’ backing, had made such a 
change in the “potato patch” of 
last year. Joun S. Gray. 


<e- 
OF TWO EVILS. 

**T’m sorry, madam, but we can’t exchange 
those goods.”’ 

‘“* But my husband don’t like them.” 

‘* Why don’t you exchange your husband ?”’— 
Providence (R. 1.) Telegram. 

- +o 
CATCH LINES. 

Quality talks.—Blatz Beer. 

It stops the hurting. —Omega Oil. 

Monarch of strength.—Lion Coffee. 

Won't stain the hands.—Angel Dyes. 

Enriches the blood.—Scott’s Emulsion. 

Generously good.—G. W. Childs Cigar. 

None so good.—Calumet Baking Powder. 

The kind you have always bought.—Castoria. 

Root beer time is here.—C. E. Hires Co. 

Not how cheap but how good.—Anheuser 
Busch. 

We’re outtalked often — outdone never.— 
Saks & Co. 

The fort of the body is the stomach.—Hos- 
tetter’s Bitters. 

Example is better than precept.—Hood’s 
Sarsaparilla. 

Restores, refreshes, soothes and sustains.— 
Vin Mariani. 

Has stood first for thirty years.— Eagle Con- 





Yesterday morning at half past ten 


densed Milk. 


Dear Mrs. Bumble was back again. 





Ripan’s Tabules 5c-48c dozjHood’s Sarsaparilla - 69¢ 
Ayer’s Sarsaparilla - 67clHygeia Disinfectant - 25¢ 
She smiled and took our her portemonnaie, 

Then scanned o’er her list without delay. 
Mellin’s Food - 34¢-55¢| Rubifoam - - 19¢ 
Allen's Foot Ease - 21¢|Fellow’s Syrup . 98c 
Mrs. Bumble is always on saving bent, 
And, coming to us, saves many‘a cent. 
Listerine : - 75c|Coca Wine : ~ 65¢ 
Lavender Camphor - 15¢|Suzodont - - 55¢ 
Sharp as a hawk, her bright, blue eye 
Never allows these snaps to go by. 

Calder’s Dentine ° 18c|Paine’s Celery Compound  7oc 
Doan’s Pills - : 35ciGreene’s Nervura - 73¢ 
She’s a business woman, honest and smart, 
Knowing our prices right through by heart. 
Horlick’s Food 38c-74c-$3.00] Hind’s Cream - 35¢ 
Lactated Food 19¢-37¢-73c| Absorbent Cotton - 25c lb 


C,H. & J. PRICE, 226 Essex St., Salem. 


A SALEM (MASS.) CURIOSITY. 












6 
THE AWAKENING OF NEW 
YORK. 


By Frank A. Heywood. 

It is impossible to estimate the 
increase of New York’s business 
brought about by the Merchants’ 
Association. The organization 
was incorporated in June, 1897, 
and is growing in size, scope and 
power every day. It was started 
to boom business, or, in the words 
of its promoters, “to foster the 
trade and commerce of New 
York.” It has succeeded admira- 
bly. Merchants consider it was a 
well-advised movement, and that 
much good has been accomplished. 
They have made increased sales 
amounting to many millions of 
dollars in consequence of the 
movement, and expect to do more 
and more booming in every year 
of the future. 

After incorporation the promot- 
ers decided that the best way to 
foster the trade and commerce of 
New York was to bring out-of- 
town merchants in close contact 
with New York merchants and 
metropolitan markets. They saw 
clearly that by way of an induce- 
ment for out-of-town merchants 
to visit -Manhattan reduced rail- 
way fares would have a good ef- 
fect. As soon as reduced fares 
were granted by the Joint Traffic 
and Trunk Lines Associations, the 
Merchants’ Association sent 125,- 
ooo ~~ circulars to merchants 
throughout the United States an- 
nouncing the reduction, request- 
ing the merchant to name the 
date when it would be convenient 
for him to visit New York, and 
requesting him to become a Class 

non-resident member of the or- 
ganization. These members pay 
no dues, have no voting power, 
are not eligible to office, and are 
not placed on the lists unless théy 
have a rating. 

The responses to the circulars 
were immediate. Letters were re- 
ceived at the rate of several hun- 
dred per day. More than 10,000 
applications were received within 
two weeks. The non-resident list 
now practically numbers all busi- 
ness firms in the United States, 
of which there are some 120,000. 

While the above circulars were 
being mailed a pamphlet was pre- 
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pared setting forth New York's 
advantages as a financial, com- 
mercial and manufacturing center 
It was well gotten up, and 150,000 
copies were mailed to merchants 
throughout the country. <A _ year 
later 150,000 copies of a book, 
costing something like $60,000, 
were sent to every man in Amer- 
ica who was rated in Dun’s or 
Bradstreet’s books. Some 5,000,- 
000 pieces of literature have been 
sent out by the Association. 

It is impossible to tell how 
many visitors have been brought 
to New York through the induce- 
ments offered by the Merchants’ 
Association. Tens of thousands 
have registered at its rooms, while 
many thousand merchants have 
visited the city who have not reg- 
istered, a matter entirely optional 
with the visitor. The hotels and 
boarding houses are always crowd- 
ed at the season when the Mer- 
chants’ cut-rate tickets are on sale, 
and everybody realizes that busi- 
ness is humming. The volume of 
business at these seasons is greater 
than ever registered before. Mer- 
chants and transportation com- 
panies have made statements tes- 
tifying to the great increase in 
their business brought about di- 
rectly by the efforts of the Mer- 
chants’ Association. 

The Merchants’ Association has 
come to stay. It is taking up 
many other questions designed to 
add to the prosperity of America’s 
greatest city. It now has some 
2,000 resident members, who pay 
an annual membership fee of $25 
each. The officers work without 
direct remuneration, taking their 
pay out of the general benefit that 
comes to the city. The action of 
this body of men has caused gen- 
eral hustling among all boards of 
trade, and has been productive of 
better results in the general stim- 
ulation of commerce than any- 


‘thing else that has ever been done 


in the United States. 
a 


THE RIGHT KIND OF PERSIST: 


Persistence is only good when you 
are in the right. By hanging on to 
wrong ideas and wrong methods a man 
can swamp any concern. Be sure your 
advertising matter and methods are as 
near right as constant study and good 
judgment can discern, and then ever- 
lastingly go ahead.—7he Wheel. 
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PHRASES FOR ADVERTIS- 
ERS 





Cheapness and worth combined. 

Cash makes conquests here. 

An ever-readiness to please. 

The quality captures the cus- 
tomer. 

One trial will test us. 

Evident excellence. 

Merchandise merit. 

A heaped up dollar’s worth. 

Full measure and fuller value. 

Come early and get your choice. 

To look is to be pleased. 

Our purchase helps you to pur- 
chase. 

We work to win. 

Good goods are loquacious. 

Our counters call you. 

Come and see how it can be. 

Better than many—equal to any. 

You'll be glad if you do, and 
sorry if you don’t. 

We make life worth living. 

An honest bargain is our pride. 

Goodness knows the goodness 
shows. 

Every day we build opportuni- 
ties. 

Silks that sell, and wear as well. 

oe at a saving on every 
shelf 

No vainly heralded values. 

An Elysium of fancies. 

Fabrics that are firm and fade- 
less. 

Nothing that needs apologies. 

Knit to fit and fit to wear. 

To investigate is to invest. 

A big bundle for a little money. 

Our right methods make your 
purchase right. 

Our competitors imitate, but do 
not surpass us. 

The vigilant buyer pleases us. 

Sure specialties and standard 
staples. 

Good as can be, and a charm to 
see. 

Economy’s headquarters. 

Here you get what you buy. 

What others sell are here as 
well. 

Our price figures fascinate. 

Our guarantee is your Gibralter. 

Beauty and wear in every fabric. 

Things of worth in large masses. 

New things are here at once. 

a 





HE PRESSES THE BUTTON. 
Advertising presses the button, and 
the advertiser wt do the rest.—Ad 


Sense, Chicago, Ill, 
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NOVEL BILLBOARD. 


A correspondent sends Print- 
ERS’ INK the following interesting 
tale. Readers may take it for 
what it is worth: 

“Speaking of hoardings,” said 
an ex-advance agent, “the most 
novel and original, and, for that 
matter, the most quickly construct- 
ed billboard I ever heard of was 
one designed on the spur of the 
occasion on a cold winter's day by 
Kit Clarke, a manager of one of 
Jack Haverly’s numerous minstrel 
companies. 

“When he arrived in Syracuse, 
N. Y., where there should have 
been plenty of billboards, he found 
that they had all been preempted 
by M. B. Leavitt, McNish, John- 
son & Slavin and Wilson & Ran- 
kin. It seemed to me that there 
was nothing for Kit to do but to 
cancel the town, but the Holyoke 
man was equal to the emergency, 
as good advance agents always are. 

“Kit purchased a lot of canvas 
from a round-top circus proprietor 
who was wintering in the city. 

“Kit took that canvas and cut it 
just four sheets high and twelve 
long and then took it to the Van- 
derbilt House bar-room, with the 
situation of which he seemed ac- 
quainted, and dipped it in water. 
He kept it there until it was satu- 
rated, in the meantime explaining 
to me his plan of operations. 

“When it was soaked we took the 
clothacross the streetand stretched 
it out and it froze as stiff as a 
board as we did it. We leaned 
the frozen canvas against a build- 
ing and Phil Lehnen’s men posted 
Haverly’s bills on it. The canvas 
shrunk a little in freezing, so the 
‘streamers’ and end sheets didn’t 
exactly fit, but Kit had a billboard 
that attracted so much favorable 
attention that his show did a big 


business.” 
ee OO 


SMALL MARGIN NO OBSTACLE. 


You frequently hear a man say that 
there is such a small margin of profit 
in his article that he can not afford to 
advertise it. And in the face of this 
statement Sen-Sen, Uneeda Biscuit and 
other five-cent articles are yearly wend 
ing their way into popularity through 
advertising, establishing a trade and 
reputation that is national, when, with- 
out the advertising, they would hardly 
have been known locally.—The Advertis 
ing Man. 
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THE DAILY 


has reached a larger circulation 
than any other daily south of 
Washington. The average daily 
circulation during 1898 was 


30,056. 





At least ten thousand more than 
any other Southern daily. 


THE SEMI-WEEKLY 


has an average circulation of 
26,000, 


and is growing rapidly. 

The Journat is the exponent 
of the most conservative and in- 
telligent sentiment of the South. 

Advertising rates are reason- 


able. Ask 
THE S.C. BECKWITH AGENCY, 


NEW YORK AND CHICAGO. 























POSING IN WAX. 
By Frank A. Heywood. 
There are many queer advertis- 
ing schemes, but the posing of 
living men as wax models is per- 
haps one of those which closely 
approach the schemes of value. 
One of these men, who recently 
was an attraction in Snellenburg’s 
windows, in Philadelphia, told the 
story of the origination of this 
plan at the Hotel Bornot the other 


night. 
“T was on my uppers at one 
time,” said he, “and like a good 


many other unfortunates, kept look- 
ing for a job without getting one. 
I was always stuck on my shape, 
and used to spend a great deal of 
my idle time in looking in the 
windows of the small clothing em- 
poriums. One day I struck a 
store where they had a lot of wax 


figures in the windows to show 
off the fit of their styles. An idea 
struck me. I walked away, got a 


shave and a shine, put on a front 
and walked back to the store and 
asked for the ad man. 

“ ‘Took here,’ I said, when that 
individual appeared, ‘I want to 
put up in your window a repre- 
sentation of wax in the living. In 
short, I want to put on some of 
your best clothes, get into that 
window and stand among those 
wax stiffs and let the salesmen 
do the rest.’ 

““Tt’s a great idea,’ said the ad 
man, and he appointed a dress re- 
hearsal for that evening when the 
shades were down. I got in 
among the dummies, took up a 
pose as though addressing one of 
them, occasionally putting in a 
movement of the hands or feet in 
a mechanical sort of way. I prac- 
ticed a few days on the mechani- 
cal movements and in keeping on 
the idiotic stare common to wax 
figures, and finally the curtains 
were rolled up. 

“I was rigged up in a brand- 
new suit, a surtout, a_ silk lid, 
gloves, cane, shoes and other fur- 
nishings. I had touched up my 
face with grease paint, lily-white 
and rouge in order to make it a 
little more wax-like. In five min- 
utes there was a crowd extending 
out to the gutter, all speculating 
whether I was the real thing or 


PRINTERS’ INK. 





only alive. I could keep pretty 
rigid for five minutes at a time, at 
the end of which time I would 
have to back off backward to 
relax my muscles. This trip: 
I would make as mechanically as 
possible, and I presume there are 
many who still believe I was but 
a wonderful piece of mechanism. 
As the performance brought peo- 
ple into the store I got a good sal- 
ary, and the recommendations of 
my first employers have kept me 
in pretty steady work ever since.” 





THE USE OF _OF SCHE MES. 


Most retail advertisers have an 
exaggerated idea of the value of 
schemes. This is a result of the 
widespread opinion that results de- 
pend on unique methods, _ that 
good advertising must create a stir 
and excite universal comment. 

There are so many advertisers 
kicking up a dust with some 
scheme or other that we are apt to 
get the impression that this dis- 
turbance means that they are do- 
ing something. They are doing 
nothing but fooling themselves. 

The same amount of effort ex- 
pended in straightforward, legiti- 
mate presentation of the merits of 
their goods or methods would pro- 
duce far better results. Advertis- 
ing that causes comment is good 
advertising if the comment is of 
the right sort, but advertising that 
directly sells goods is the kind to 
use. If you watch the methods of 
the highly successful advertisers 
you will find that the only mag- 
nets used to draw trade are the at- 
tractions presented by the goods 
offered. Customers who come to 
you believing they have some sub- 
stantial reason for coming are the 
only kind worth having. This sort 
of custom can only be secured by 
conducting a worthy business and 
by letting people know the facts 
about in a_ sensible manner.— 
American Druggist. 

Cou RTSHIP. 

The New York Medical Journal 
quotes the following advertisement 
from a local Swedish paper: 

*““A rich young merchant is looking 
for an intelligent lady with good health 
as a companion for life. Replies ad- 
dressed to B. will only be taken notice 
of if accompanied by a portrait, an x- 
ray photo, and a photo of the interior of 
the stomach.” 


SCIENTIFIC 
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The Evening Wisconsin. 


DURING THE YEAR 1898 





Had Contracts for Advertising With the Following 
National Advertisers: 


Ayer & Co. 

\penta Water 

\pollinaris Water 
\nheuser-Busch Beer 
Angostura Bitters 

Baker's Cocoa 

Benson’s Plasters 

Battle Ax Plug 

Borden’s Condensed Milk 
Berlitz Schools 

Buffalo Lithia Water 
Booth’s Hyomei 

Brown’s Troches 

Bromo Quinine 
Leecham’s Pills 
Columbia Bicycles 
California Fig Syrup 
Cuticura Remedies 
Castoria 

Chamberlain Med. Co. 
Carter’s Pills 

Dr. Lyon’s Tooth Powder 
Dr. R. V. Pierce 

D. M. Ferry & Co. 
Duffy’s Malt Whisky 
Dodd’s Med. Co. 

Dent’s Toothache Gum 
Dr. Bull’s Cough Syrup 
Ely’s Cream Balm 

Earl & Wilson 

Erie Med. Co. 

Frank Leslie Pub. House 
Ilarper & Bros. 

Ilood’s Sarsaparilla 
Hlumphrey Medicine Co. 
Hostetter & Co. 

Holland Am. Line 
Hamburg Am. Line 
Hlerculean Oil Co. 
Ilorsford’s Acid Phosphate 


HORACE M. FORD, 


ROOMS 1206-7, 
112 Dearborn Street, 


Western Representative. CHICAGO. 














Hire’s Root Beer 
Hunyadi Janos 

Ivory Soap 

Jenness Miller 
Kingsford’s Starch 
Ladies’ Home Journal 
Lydia | iakham Co. 
Lehigh Valley R.R. 

Lea & Perrin’s Sauce 
Liebig Extract of Beef 
McClure’s Magazine 
Munyon’s Remedies 
Mumm’s Extra Dry 
National iscuit Co. 

Old Crow Whisky 

Pyle’s Pearline 

Pyramid Drug Co. 
l’ostum Cereal 

Paine’s Celery Compound 
Parker’s Hair Balsam 
Peruna 

Piso Co. 

Pail Mall Electric Asso. 
Pond’s Extract Co. 

Pink Pills 

Price Baking Powder Co. 
Ripans Tabules 

Royal Baking Powder Co. 
Sapolio 

Scribner’s Magazine 
Scott’s Emulsion 

Stuart’s Tablets 

Sanden Electric Belt 
The Goodyear Co. 

Trix Co. 

Thompson & laylor Spice Co. 
Winslow's Soothing Syrup 
Warner’s Safe Remedies 
Woodbury's Derm. Inst. 
Youth’s Companion 


CHAS. H. EDDY, 


10 Spruce Street, 
NEW YORK. 


Eastern Representative. 
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THE SARGENT ADVERTIS- 
ING 


THE PRESIDENT OF THE SARGENT 
COMPANY TALKS ENTERTAININGLY 
OF HIS VIEWS AND EXPERIENCE, 


“A few years after I had begun 
business, and while I was still occupy- 
ing the basement of 816 Broadway, 
New York, a man, evidently from the 
country, halted on the pavement, and 
beginning with the roof, critically ex- 
amined the building, floor by floor. 
My sign was about flush with his eyes, 
and when he reached it, he stepped 
into the store and said in a tone of 
evident reproach, ‘Jehoshaphat! I 
thought Sargent occupied the whole 
building, the way he advertises!’ 
That had really been the policy upon 
which I had been buying publicity. 





SARGENT’S 
ECONOMIC 
SYSTEM..... 


Of Devices for Brain Workers 
Embraces all the survivals of the 
fittest, including 


Sergeant's Ball | Bearing Rotary Book 
as 


Reading Stands in various styles 
Dictionary and Atlas Stands 
Desks, attachable to chairs 
Telescopic 5 Book Racks 
Adjustable Folio Stands, and 
ARGEN NT’S WeRkixe. EASY, 
KEG LINING, LIBRARY and AD: 
JUSTABLE CHAIRS, COUCHES, 
Ete. For 4h. address 


Geo. F.Sargent Company gw 
289 ©, Fourth Ave. S 


Next 23d St. New York City 
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with the goods, if I would acquaint 
them with that fact, the public would 
be ready for me. Our first product 
was a utility adjustable table, and we 
found a market for it through a fine 
list of then existing mediums, some of 
which are now extinct: Among these, 
besides Scribner's, now the Century, 1 
recall Apfleton’s, Demorest’s, Harper's, 
the North American Review, Atlantic 
Monthly and a fine list of religious 
publications, including the Church- 
man, Independent, the Christian Union, 
now the Ouxtlook, and the Christian 
Advocate. By the way, I still get re- 
plies from advertisements in publica- 
tions which have been out of existence 
fully ten and as much as fifteen years. 
In addition to this we systematically 
circularized local names, largely ob- 
tained from such sources as the Elite 

———— Directory and so- 
cietylists. Wethink 
we made these circu- 
lars interesting, be- 
cause we were con- 
tinually presenting 
new devices for com- 
fort or ease. For 
from that day to this 
we have evolved no 
end of novelties in 
furniture. Our first 
departure led us into 
whathasbecome our 
main business —in- 
valid appliances— 
drifting naturally 
from this also into 
library supplies. All 


these, of course, of- 








From the very outset, in 1873, I had 
advertised on a large scale, often tak- 
ing a whole page in the Century, then 
called Scribner's, and the leading pub- 
lication of its kind.” 

The reporter for PRINTERS’ INK, 
who had called upon the Geo. F. Sar- 
gent Company, 289 Fourth avenue, 
was thus entertainingly put at ease by 
Mr. Sargent himself. It is Mr. Sar- 
gent’s business to put people at ease 
physically, an accomplishment which 
he has evidently efficiently mastered 
socially also. 

“ You seem, sir, to have been an ad- 
vocate of advertising from the outset ?” 

“No one has been more so. I have 
read and studied the subject as a 
theologian studies the Bible. I placed 
my reliance on judicious advertising 
throughout, in the conviction that as 
semn as I was ready for the public 


fered a magaiiic: ent field for judicious 
advertising. But, in addition, what has 
proven perhaps the greatest factor of 
our success was that we steered as 
clear as possible from getting articles 
similar to those made by other manu- 
facturers and preserved our individu- 
ality, so that the Sargent wares would 
be and are known everywhere. _ Inci- 
entally you can have little idea how 
suggestive our articles are, and how 
new combininations or improvements 
or applications evolve themselves from 
their predecessors.” 

“Have you been a constant adver- 
tiser also, Mr. Sargent ?” 

“Constant and continuous. We 
never dropped out or off. During the 


transition or evolutionary period, if I 
may call it so, say from 1878 to 1890, 
when to-day’s methods were formu- 
lated, 


we kept right on, adapting 

















ourselves to changing conditions. 
Throughout we kept abreast of the 
times, and hailed the advent of intelli- 
gent principles more than tacitly. We 
continually changed our advertise- 
ments, and believe there is no more 
efficient aid to the sale of goods. Our 
advertising literature has always been 
studiously simple in wording. And 
we have succeeded in impressing upon 
the public one or two phrases suf- 
ficiently striking to do us good; for 
wherever they are met, I believe they 
suggest Sargent. One reads, ‘Our 
business is to make folks comfortable.’ 
Another is, ‘Sargent’s economic sys- 
tem of devices for brain-workers.’ ” 

“Concerning your present adver- 
tising ?” 

“We continue on the old lines. 
We have divided our business into 
four departments, and these each sus- 
tain independent advertising. Some- 
times two or three such advertisements 
will appear in the same publication. I 
believe the effect of this is beneficial, 
and that we get cumulative results out 
of all proportion. I will not tell you 
how much we yearly expend, nor do I 
believe that you would gain any fur- 
ther insight from such knowledge. 
Latterly, as an experiment, I have 
adopted the following plan in one de- 
partment: I devote a certain percent- 
age of the sales in this department, 
say one-quarter of the amount for the 
previous month or season, for the ad- 
vertising of that department for the 
succeeding month or season. We are 
not yet able to determine how this will 
pay.” 

“What mediums are you now em- 
ploying?” 

“ Among others M/c Clure’s, Munsey’s, 
Cosmopolitan, Century, Harper's, Scrib- 
ners, Review of Reviews, Literary 
Digest,the Outlook, Current Literature, 
the Atlantic Monthly, no humorous 
papers, some religious ones and a few 
trade journals.” 

“ The dailies ?” 

“Sometimes, but not to any extent. 
I calculate that my general mediums 
are sufficient to overcome any neces- 
sity for the dailies.” 

“ Programmes ?” 

“T am in nine at present, though I 
never keyed programme ads and can 
not tell their merits. I adopt them as 


chance advertising, worth trying. They 
keep our name before a large propor- 
tion of the transient public, hard to 
reach otherwise,” 
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“Do you get many inquiries ?” 

“Very many. As many as 150 from 
one advertisement.” 

“ You key, of course ?” 

“We do—very simply—in thestereo- 
typed way, yet efficiently. We are 
enabled to trace three-quarters of the 
inquiries. Anticipating your next ques- 
tion, I will say, that as late as January, 
1896, our proportion of orders to in- 
quiries was one to twenty-five. With- 
in six months of that time, by the 
simple insertion of an easy condition, 
‘please send stamps,’ we reduced that 
proportion to one to six. Our present 
average, year in and ‘out, is about one 
to twelve and a half. And pray re- 
member that our orders are not penny 
ones, for they average no less than 
$30.f0.” 

“Regarding the insertion of the 
condition ‘ Please send stamps,’ I want 
to say that we are inclined to be liberal 
in our general policy. But you can 
form no idea of the number of idle in- 
quiries we had previously been favored 
with. And the labor they created was 
enormous. Besides which every in- 
quiry answered in full costs us 35 
cents—labor, catalogues, catalogue- 
lets, stamps, etc.—for we send no less 
than 300 printed pages.” 

“ Catalogue-lets !” 

“Ves. We have coined the word 
and submitted it to two competent 
authorities, both of whom agree that 
it is not only proper, but felicitous. 
You see they are hardly large enough 
to be called catalogues, and they are 
surely neither brochures, booklets, 
pamphlets nor folders.” 

“Do you use reading notices, Mr. 
Sargent?” 

“We do not. Don’t believe in them. 
They are too transparent. Straight 
advertising is the article of our faith, 
particularly in display. I firmly believe 
in cuts, and like to have them tell my 
story as far as possible.” 

J. W. SCHWARTZ. 


———_ +o -—___- 
ALL’S WELL THAT ENDS WELL. 

Aunt Geehaw (of Hay Corners)—Did the 
story you were just readin’ in the newspaper end 
happil Joshua? 

Uncle Geehaw (approvingly)}—Gosh! Yes; 
the beautiful heroine got cured of an incurable 
disease, an’ ittells the name an’ price of the pills 
that did the trick !—Puck 


- - 
NO DIVISION OF ENERGY. 

In an advertisement, as in everything 
else, it is poor policy to make a divis- 
ion of energy. One good point force- 
fully presented is better than a dozen 
arguments poorly made. — Advertising 
Experience, 
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METHODS OF A MAIL-ORDER 
HOUSE. 


Mr. S. G. Rosenbaum, president of 
the National Cloak Company, a lead- 
ing mail-order house of New York 
City, gives some valuable suggestions 
to the new advertiser in the following 
interview, which we give substantially 
in his own language : 

“ Advertising is good for everybody. 
I believe that the best jeweler, for in- 
stance, could advertise his expensive 
wares for a mail-order trade and make 
money in the long run. Some few 
years ago, when advertising was not 
indulged in as freely as at the present 
time, I met a well-known jeweler of 
this city who was running half-pages 
in a few magazines. I expressed my 
surprise, as a great many others had 
done, that he should go to this great 
expense and extravagance. But he in- 
formed me that this advertising was 
profitable, even judging from direct 
sales, and that he had received an 
order for a $10,000 necklace from 
Texas a few days before as one result 
of his advertising. This little instance 
served to change my ideas somewhat 
and gave me more confidence in the 
power of printers’ ink. 

“The immediate purpose we have in 
view in advertising is to give people 
such a good impression of our house 
and our goods that they will send for 
our catalogue of samples which we 
offer to send free. We get no orders 
direct from our ads, not more than 
twenty a year at most. We quote 
prices, of course, in a general way, but 
we do not want people to order direct. 
The reason is, we make every gar- 
ment to order, and must therefore have 
a complete set of measurements from 
a customer before we can make the 
garment. We send samples and allow 
a selection of cloth and do not in any 
way influence the selection, because 
we have learned that this advice from 
us is never weil taken. 

“ Selling cloaks by mail is more diffi- 
cult than selling shoes. We have not 
only to suit the lady herself, but all of 
her female relations. There is no use 
fighting with a woman. The only 
profitable way is to satisfy her. This 
is good advertising. To fight with her 
would give the worst kind of publicity 
because a woman will talk. Fully 
twenty-five per cent of the orders we 
get show gross mistakes in measure- 
ment, but these can frequently be de- 
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tected by us, and are then sent back 
for correction. If the garment does 
not fit when finished it can be sent back 
for alterations, and if the customer is 
not pleased then she can return the 
goods and get her money back. Such 
a method as this engenders confidence, 

‘*Women always want particulars, 
and in our catalogue we endeavor to 
give all possible information, But this 
does not suffice. We keepa score of 
stenographers constantly busy answer. 
ing our customers’ questions. Each 
one forms a combination of her own 
by picking out parts of different suits, 
and wants to know all about their cost, 
etc. We humor all of these by answer- 
ing their questions willingly, and so 
gain their good-will. Women are good 
advertisers. 

‘*More than half of our business 
comes through customers who have 
been satisfied with our goods and who 
have recommended them to their 
friends. We have found that in many 
cases we sell goods to people who have 
never received our catalogues direct, 
but who lived in the immediate neigh- 
borhood of some of our customers. 

‘* We have no way of tracing results 
unless we write to each customer, and 
this we can not do because they would 
probably not understand the reason for 
our request. Of course, we have an 
idea that certain mediums pay us, and 
when we get that idea we keep on 
using them until we find that they do 
not. We never key our ads, although 
we have a good opportunity for doing 
so, with a theater on one side of us ard 
a church on the other. We might use 
these additional numbers if it were 
not for the fact that this would mislead 
our city customers and give them a 
wrong impression of us. Such a method 
sometimes causes people to be sus- 
picious, and they might think we are 
trying to dodge our creditors. This 
might do in a country town where 
everybody knows everybody else, but 
it is not a safe method fora large city, 
where one has a local trade. We used 
the ‘alphabet’ key at one time, but 
this gave people the impression that 
we had a department store and adver- 
tised cloaks simply as leaders to bring 
people to our other departments. We 
make only cloaks and suits, and want 
people to understand that we make a 
specialty of this line of goods. Re- 
garding the keying system in general, 
advertisers should remember that out- 
of-town people are suspicious, and that 
the advert**-~ methods should be 
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such as to create confidence rather than 
to heighten suspicion. 

‘We have found the highest class 
of ladies’ publications the most profit- 
able. The magazines have also paid us 
well, Our experience with the latter, 
however, may seem to be somewhat sur- 
prising when compared with the popu- 
lar ideas regarding them. We do not 
find the readers of the Io-cent maga- 
zines to be as good customers as are 
the readers of the high-priced maga- 
zines. Perhaps the former are looking 
for a cheaper class of goods than ours. 
We find that in the upper 10,000 there 
are probably 8,oco who are willing to 
economize as long as they can buy 
medium-priced garments that are sty- 
lish and up to date. We are selling to 
many of the best people in the city 
through our advertising in the high- 
grade magazines.’’—Adverlising Lx- 
perience, 


siecnnsscaiildatsciusiinil 
A NEWSPAPER PALACE. 

A correspondent of the Chicago 7‘imes-Her- 
ald, who recent] visited Buenos Ayres, thus 
describes the building i in which La Prensa is 
housed : 

“Lam told that La Prensa (the Press) is 
the leading Argentine newspaper. The build- 
ing in which that journal is printed is the most 
remarkable structure of its kind in the world. 
itis the hobby of Mr. Paz, the proprietor of 
La Prensa, and was first occupied last Decem- 
ber. 1 will touch upon a few things that par- 
ticularly struck me. Its exterior is dignified. 
Every inch of its six stories is devoted to the 
uses of the paper. To begin with, there is no 
cramped space anywhere. For example, each 
of the numerous editors has a special room, 
not less than twenty feet square, with a taste 
and a luxury of furniture hitherto unknown to 
the newspaper world. Each of these rooms is 
fitted with lonpdiunenen telephone and pneu- 
matic and speaking tubes to the different parts 
of the building, so that the editors can keep in 
immediate communication with their own and 
the outer world. A door opens from the com- 
posing-room into a huge bathroom, Dutch 
tiled, and with a dozen or so shower baths, On 
that floor and only for the men on that floor, 
are a kitchen and a large eating-room, both ex- 
cellently appointed for men of that class. Ev- 
ery workingman up there is given generous, 
wholesome meals, with a pint.of light native 
wine, free of cost. The city department, on the 
floor’ below, is charming] furnished, where 
every man has his widely separated green- 
clothed table and special green shaded elec- 
tric lamp, A large room adjoining this is the 
reporters’ restaurant, with tables daintily 
decked, Here again meals of a superior qual- 
ity are served free of cost. The oddest features 
of the city department are the barroom and bill- 
iard table—both free. In response to my ex- 
clamation of astonishment, the editor, who was 
acting as guide, said: ‘ There are three expla- 
nations of this barroom, In the first place we 
Argentinas are not given to drink. In the sec- 
ond place the traditions and general tone of 
the establishment forbid that any man of edu- 
cation should make a beast of himself here ; 
and in the third place Mr. Paz wants to keep 
the young men in his employ out of temptation 
by making for them here a home, from which 
they will not be tempted by the lesser attrac- 
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tions of a drinking saloon.’ For the reporters 
there is an elaborately equipped bathroom, 
with tub, shower and needle baths. There are 
neatly furnished small rooms in one part of the 
building, for the homeless pensioned servants 
of the paper, who have their special dining and 
bath rooms. There are two stunningly fur- 
nished apartments in the building, of several 
rooms each, One, occasionally occupied by 
Mr. Paz—the other for the use of distinguished 
= who are non-residents of Buenos Ayres. 

Each of these apartments has its own dining- 
room, There is a special dining-room for the 
editors, and one, beautifully furnished, for 
small banquets. There isa pny 4 with walls 
of green silk tapestry. At the back of the 
building is a large me very fine ballroom and 
theater combined, with reception and banquet- 
ing rooms, This is lent for charity affairs, or 
to friends of the paper who wish to give a pri- 

vate entertainment. On one floor is a fencing- 
room, large enough for three pairs of fencers at 
a time, and a teacher gives free lessons to the 
upper class of employees. The pressroom is 
just as complete as every other department, 
with the latest Hoe presses, and turns out the 
edition of 70,000 in an hour, There area kitch- 
en and free restaurant for the pressmen also. 
Two other departments must be mentioned. In 
one a perfectly-arranged surgery, where four 
noted medical and surgical specialists alter- 
nately treat, free of cost, not only employees 
and members of their families, but many out- 
side patients also. In another equally hand- 
some apartment sits, for so many hours every 
week, a man who is prominent among the law- 
ers of Buenos Ayres, and gives free advice on 
neat questions. I never enjoyed two hours of 
sight-seeing more than those passed in La 
Prensa Building, whose proprietor seems ‘to 
have omitted no means for the betterment of 
his employees.” 


cee G-Pen 
IN NEW BEDFORD. 

E. T. Chapman to-day introduced a novel 
method of advertising his cigars and tobacco. 
He has had a cab refitted with a new gear, an 
attractively painted, which appeared about the 
streets in the delivery of antic. an The gear is 
painted a deep orange with maroon stripes. 
The body is white and is inscribed with the 
names of the leading brands in Mr, Chapman’s 
stock, On the trunk rack in the rear is a large 
and accurate representation of a cigar box, 
which is used for carrying samples. Many 
Star cigars have been distributed gratis, and 
Mr. Chapman intends to continue the sampling 
for a while.— New Be staan, ) Standard, 


Money spent in uation’ is always wisely 
spent if the returns justify the expenditure. It 
makes no difference what the advertising costs, 
provided the results show that it was worth the 
price.—Boyce’s Hustler, 


nea a 
ILLUSTRATED AD. 





OMNIBUS 


WANTED. 
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GENERAL ADVERTISING 
MEXICO. 

The general advertiser who wants to 
reach a majority of the intelligent, 
reading public of Mexico finds that the 
proposition is a much simpler one than 
is usually the case in a country having 
the size and population of this one. 
In the first place, there are less than 
500 publications of all kinds printed in 
tue entire Republic, and only a small 
per cent of the number are worthy of 
consideration. In Mexico, to probably 
a greater degree than can be found in 
almost any other nation, the capital is 
the all-important point in a country in 
which government, business and religion 
are strongly centralized. Of the total 
number of Mexican publications more 
than one-fourth are issued in the City 
of Mexico, and it is no exaggeration to 
say that these have more than four- 
fifths of the entire periodical circulation 
of the Republic. Much more than one- 
half ‘the circulation of all the publica- 
tions in Mexico can be counted among 
the readers of half a score of news- 
papers. The newspapers of the Mexi- 
can capital circulate all over the Re- 
public, and ovary copy that goes to the 
interior is read by many more than the 
average number of people. From this 
condition of affairs it will be seen that 
a fair test of general advertising in 
Mexico can be made readily and reason- 
ably. Any such undertaking must con- 


IN 
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, ; bu either 
directly with the advertising house, or 


template a mail order business, 


with the most convenient de- 
It is not possible to secure a 
for sale 


better, 
pository. 
general distribution of goods 
throughevt Mexico, especially for 4 new 
article. There are numerous cities 
in Mexico with a population of from 
10,000 to 15,000, or even more, that 
do not boast of a newspaper or a sin- 
gle establishment that could be counted 
upon to make an order for even 
a generally advertised article until it 
became very well known. And yet in 
these places are many who are readers 
of the city papers and are customers for 
advertised goods, either by mail or upon 
the occasion of a visit to a large city. 
Mexico offers a profitable and almost 
virgin field to the general advertiser in 
almost every line who is willing to make 
an investment in newspaper publicity 
to create demand for an article of 
merit. Very little extensive advertising, 
in which modern methods were adopted, 
has been done.— Mex xican Herald. 


THE WEEKLY DOOMED. 

Has it ever occurred to our editorial brethren 
that the rural mail delivery now being adopted 
rings the death knell to the country weekly? 
When the daily papers are delivered at the 
farmer’s doors at ten cents a week the weekly 
with its belated news will disappear. Our 
brother publishers may as well begin making 
arrangements to print dailies or prepare for 
burial.—McComs (O.) Record. 























THE GOLD 
WAVE'S COMMING 


Look up, believers, a cold wave’s coming, 
ing, 
A-humming, 
Like a regiment a-drumming! 
The blizzard banners blow 
‘er the armies of the snow, 
The cold wave’s coming by and by. 


Look up, believers, a cold wave’s coming, 
lowing, 
And Snowing, 
And a-paying what it’s owing! 
The blizzard captains shout 
To the soldiers marshaled out, 
The cold wave’s coming by and by! 


Look up, believers, a cold wave’s coming, 
ing, 
y << om 
Like a th d bands a-dr ing! 
And the mountains and the seas 
Will be fastened in the freeze, 
Oh, a cold wave's coming by and by! 








LOOK UP TERRY & LEWIS 


at once and pises your order for Hard Coal before another advance. 


it’s coming a-humming sure. 





HOW A GALESBURG (iLL, ) COAL DEALER ADVERTISEG 
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IRON SIGNS. 
Office of O. GANpy & Company. 
Soutn Wuitcey, Ind., Aug. 11, 1899. 
Editor of Printers’ INK: 

Will you be kind enough to advise me where 
signs enameled in blue and white on iron may 
be obtained ? 

Inclosing stamped envelope for your reply, 
Iam your student, Perry GANpy. 

Try Davis, Sherman & Co., 136 Liberty 
street, New York City.—[Ep. Printers’ INK. 


IT WAS IN GRAND RAPIDS. 
Editor of Printers’ Ink: 

While traveling in a Michigan car 
the following ad kept me guessing as to 
the experience of its writer: ‘‘Street®car 
advertisements relieve the embarrass- 
ment of staring at a pretty girl oppo- 
site—some one who has jilted you—or a 
sworn enemy.”’ For space, address 

ours truly, 
Constant READER. 


MULTUM IN PARVO. 
Harrison, N. J., August 11, 1899. 
or of Printers’ INK: 

“The Little Schoolmaster ” certainly has a 
felicitous way of putting things. In your cur- 
rent issue you remarked editorially : 

Talkin print as you would talk to acustomer 
in your store, 

In that terse, epigrammatic sentence is the 
summum bonum of vast volumes of advertis- 
ing advice. There is the whole thing in a nut- 
shell, stripped of all verbiage and gotten at 
without circumlocution. Keeping constantly 
in mind such epitomized wisdom, the student 
of publicity can rot fail to soon comprehend 
the vital principles of that important science. 

Printers’ INK sustains its reputation for 
imparting needed — in a concise, 

y, 














E 


forceful manner, Yours tru 
P, A. McAviney. 
a Ee a 
FEELS SURE OF ITSELF. 
Office of 
THE “ VirGiniAn-PILot.” 
Norro tk, Va., Aug. 11, 1899. 
Editor of Printers’ Ink: 

We would respectfully call Printers’ INxk’s 
attention to the fact that the Virginian-Pi.ot 
is still ahead of all competitors for the Sugar 
Bowl, as its rate per line per 1,000 circulation 
is 16 per cent lower than its lowest competitor 
and from 30 to 40 per cent lower than other 
competitors, and we have seen nothing in any 
argument set forth by any competitor that 
would convince us that the same number of 
subscribers in any other field mentioned are 
worth to the advertiser from 16 to 40 per cent 
more than those of the Virginian-Pilot’s in 
Norfolk and vicinity. An assertion to this 
effect would be a thing difficult to prove. 

Very respectfully, 
ADVERTISING MANAGER, 
Virginian-Pilot, Norfolk, Va. 


om +e 
IT WAS ALL WHEAT. 
Burrato, N. Y., August 11, 1899. 
Editor of Printers’ INK: 

In ‘cleaning house ’’ the other day I came 
across back numbers of Printers’ Ink for 
several years, which had accumulated on 
shelves, in boxes, book cases and drawers. 

In order to reduce their bulk, I decided to 
look them over carefully, clip out the articles 
I wished to save, pasting them in a scrap book 
for reference, and throwing away the balance 
of the paper. 

I labored for several hours at my self-ap- 
pointed task with the result that I had dis- 
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membered the issues of half a year, having a 
pile of clippings for preservation quite as 
formidable as the complete pile of papers 
before I began, and in the waste basket only a 
number of ad pages and margins. 

It was indeed a practical illustration of the 
value to me of Printers’ Ink, I had set out 
to separate the wheat from the chaff—and 
found it all wheat. I realized then how indis- 
pensable were the teachings of the Little 
Schoolmaster and the volumes not molested 
I had bound intact. 

am now looking for dupavte copies to 
take the place of the issues which I spoiled so 
ruthlessly, namely, the numbers for the last 
six mente of 1897. 
Very truly yours, 
Frank J. Fettows. 
—_ ~~ — 
ONE DRUGGIST’S SCHEME, 
SPRINGFIELD, O., Aug. 10, 1899. 
Editor of Printers’ INK: 

Wm. P. Jenkins,a hustling druggist of Day- 
ton, Ohio, buys enough space in the local 
dailies just beneath the patent medicine adver- 
tisements, sometimes not even a rule line in- 
tervening, to insert a few lines in big type, 
something like this: ‘‘ Munyon’s Remedies 
can be bought at Jenkins’ Pharmacy, corner 
Fifth and Ludlow streets, Telephone 750. 
Goods delivered to any part of the city.’’ 

Beneath Dr. Pierce’s ads he says: ‘* Pierce’s 
Remedies fresh and pure at Jenkins’, druggist 
and manufacturer,” etc. 

As most of the leading patent medicines are 
advertised in the dailies of the city, at one 
time or another, the druggist gets an opportu- 
nity to draw trade on them to his store. In 
this way Jenkins gets the benefit of the ad 

aid for by the manufacturer, at a comparative- 
y small cost to him, and at the same time in- 
creases the value of the ad to the manufacturer. 

Soon after Mr. Jenkinscommenced this cam- 
paign he received letters from the various 
patent medicine makers whose ads he had thus 
used stating that they had received a number of 
complaints from his competitors because of 
these ads, and politely requesting him to de- 
sist, whereupon S replied that he was paying 
for the space to advertise his business and at 
the same time he was strengthening their ads, 
and therefore he thought om should not ob- 
om to it merely because of the complaints of 
ris jealous competitors. The proprietors, with 
the exception of C. 1. Hood & Co., who were 
sore over a previous controversy, agreed with 
him, and the druggist continues to reap the 
benefit of his noua idea. People living squares 
away from his store will sometimes pass une 
of others which probably carry the same goods 
to go to him to buy. 

This idea can be utilized by one druggist or 
one merchant in any line in any town or city. 
A grocer might use it in connection with the 
Uneeda Biscuit, Swift Food Product, or Fair- 
banks & Co.’s ads. Yours truly, 

i HANNAH, 


APPRECIATED IN SOUTH AFRICA, 

Printers’ Ink, published by Messrs. Geo. 
P. Rowell, Spruce street, New York, is a 
bright, original, and well-printed journal, de- 
voted mainly to the interests of advertisers. 
“ The Little Schoolmaster in the Art of Adver- 
tising,’’ as it is sometimes termed, occupies the 
premier position in its particular line in the 
premier advertising country in the world, and 
the terms of pupilage, five doliars per annum, 
will be returned fold, according to the 
manner in which the student-advertiser applies 
the instruction he receives.—South African 
Typographical Journal, Durban, Natal, 
Fu y, 1899. 
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BRIGHT SA‘ SAYINGS. 


Printers’ Ink solicits mar marked copies of print- 
ed advertisements in which “ bright say- 
ings,’”’ terse and epigrammatic expressions, 
appear. There are lots of them, and some 
of them are mighty good. 


THESE prices will relax the tightest of 
purse strings. 

Lose no time in calling, take your 
tine in buying. 

Tue advance guard of autumn merchandise 
fires its first salute. 

As for prices we take pride in under- 
bidding ourselves. 

Every sentence holds a fact and every 
price embalms an economy. 

It’s a sweeping reduction that recks not of 
quantities, sizes or former prices. 

It’s a singular taste that can not be 
suited in this varied collection. 

ANOTHER link in the chain of values 
that binds us to our customers. 

We demonstrate that there’s many a 
chance to economize bv spending. 

A FEW small jottings of many large 
opportunities; half hints, full values. 

Bicycie-co_r breeches, $4.50. The 
patterns are as unassuming as the price. 

Wuatever bargains you have found 
here before, expect to find them sur- 
passed. 

Most persons have a taste for choice 
things. For such we make the ‘ Lyon” 
umbrella. 

Your money back is the satisfaction 
we give you for any dissatisfaction 
with your purchase. 

Tuts is one of those all-too-few once-a-year 
chances that a good many people wait and 
watch for. It is worth it. 

THE price will surprise you; the hats 
themselves will amaze you. Both to- 
gether will delight you. 

By its completeness, magnitude and 
cheapness this offerine has a right to 
command your thoughtful attention. 

Tuts is the time of year when our 
recollection of the word * cost” gets 
hazy, and when we have forgotten that 
such a word as “profit” exists. 

Tuts does not mean that a few scat- 
tered suits have been singled out and 
priced especially low to mislead you, but 
includes every garment in our stock. 

Tue choice is immense, the bargains are un- 
tellable—but, fair warning, we can make no 
accurate prediction how long they will last, 
nor in face of such prices will any one be wise 
to wait. 

Few business people understand the 
true value of words. To make you com- 
prehend that fancy never poses as fact 
under our trade-mark is the mission of 
this column. 

THE sure appreciation of thousands who 
read and respond to our adve rtising is pleasant 
reward for the care and cost it entails. No 
small or grand deceits practiced beneath this 
roof. Sustained success demonstrates that 
there is “ growth 1m truth.” 


Classified Advertisements. 


Advertisements under this head two linesor more, 
without display, 25centsaline. Must be 
handed in one week i advance 








WANTS. 
LL-AROUND young printer wants position ; 
*M.,” Box 23, Bedford, Pa, 


good man. 





PRINTERS’ INK. 





\W ANTED— Position as ere enlictter. or 
adwriter, “HUSTLER,” Printers’ Ink 
\ TANTED— Puzztes, a orefer one. or other 
advertising novelties HE ALABASTIN«E 
COMPANY, laris, Ontario, Canad: - 


GUBSCRIPTION premiums wanted for use by 
' lass monthly farm and stock paper. 
Address F ARM AND TRADE, Nashville, Tenn. 


I ALF-TONES ( nacape 2 guaranteed), one col. $1; 
ly doz. #5. wo col. $2; doz. $10 Leneet, 
bees er square inch. Send good photos. BUCHE! 
GRAVING CO., C ‘olumbus. 0. 


VV 4NTED Advertising man who can secure 

orders for weekly publication with circu- 
lation proved by detailed statement to Am. News 
paper Directory, of 28,000. “E,” Printers’ Ink. 








FINE opportanity is offered an experienced 
newspaper man with from $2,000 to $5,000 
conte cash by a well established Eastern daily. 
Don’t answer unless you mean business. Address 
“K. L.,” care Printers’ Ink. 


I ARVARD GRADUATE, 25, desires position of 

adv't’ ng mer in large firm or corporation. 
Three years’ successful experiennce with news- 
agg work and writing and placing advertis- 
ing. Address “ BACHELOR,” care Printers’ Ink. 








( RDERS for 5-line advertisements 4 weeks $10, 

in 125 Wisconsin newspapers : 100,000 circula 
tion weekly ; other Western weekly papers same 
rate. Catalogue on application. HICAGO 
NEWSPAPER UNION, 10 Spruce St., New York. 
This price includes PRINTERS’ INK for one year. 


ee 
HALF-TONES. 


paver copper halt 
10e perin. ARCE 
town, Ohio. 





ones, 1-col., larger, 
iRAVING C J ‘a 





— 
SIGN A DVER TISING. 


= and novelties for wide-awake advertis- 
‘ fin, iron and waterproof for fence dis- 
lays. ( pepuenenacigi paper or glass for inside use, 
¥i ats, ca rales . pencils, ete. Sketches 
furnished. cit ES TAYLOR, 269 Dearborn 
St., Chicago 














ILLUSTRATORS AND ILLUSTRATIONS. 


] I. SE BnOR a 20. Wood Engravers, 10Spruce 
,New York. Service good and prompt. 


ODGE AND SOCIETY CUTS—Ve ry latest de- 

4 signs fully ¢ opyrignted. Weare specialists 
in this line. No others. nd for catalogue of 
designs. R. CARLETON, 218 220 South Ith 8t., 
Omaha, Neb. 

- 
ADVERTISING AGENTS. 

ONES. _ 

J 


JONES, #2 World Bldg. N. Y. 
e 


\ "RITE to CHAS. F. JONES, Advertising 
Agent, 42 World Bidg., N. ¥Y., writing, il- 

lustrating and placing of adve rtising. Corre- 

spondence and bookle — free to basiness men 


NEWSPAPER B ARGAI! NS. 


N 34 States including New England, New Jer- 

sey, Pe nnsylvania, New York, lowa, Oregon, 
Washington, California and interme diate States. 

Dailies for $6,000 to $35,000, Weeklies for $2,000 
to $10,000. For sale on reasonable terms. 

Write for my special list. give ideas as to what 
you want, about how much cash you have to 
pay down 


C.F. 





DAVID, confidential broker in newspa- 
pers, Abington, Mass. 26 years’ experience, 








FORS OR SALE, 


AS WEEKLY a ig gt Va., doing 
a good business. . J.” Printers’ Ink. 


\ ONEY- MAKING weekly in te Ohio 
4 town of 2,00. Circulation 1,275. Pays $1,500 
yearly. Address “I. N. H.,” care Printe 7’ Ink. 


PROF ITABLE newspaper and job office ; pleas 
ant town near Philadelphia; $4,000, part 

cash. Exceptional advantages. Examination 

solicted. “ PROFIT,” cave Printers’ Ink. 








aa & eae 





PRINTERS’ INK, 


MISCELLA NEOUS. 
QI ND for sample of my new advertising folder. 
‘ Good thing to inclose with your correspond- 
ence. Cheap and effective ad for any business ; 
costs nothing to distribute. WM. OHNSTON, 
Printers’ Ink Press, 10 Spruce St., New York. 


PRINTERS, 


73 yen anes believer in pri in printing that makes a 
hit, it will pay yor uu to send your order to THE 
LOTUS PRESS. Pr # inecong 140 W. 23d St., N. ¥. City. 


M MACHINE COMPOSITION. 
TO PUBLISHERS AND ALL INTERESTED. 
I am prepares to fill promptly all orders for 
newspaper or work, machine Sompeeeen, 
set in agate, nonpareil, brevier or long primer. 
up to 30 ems pica face, in either modern or old 
style, as B ge prefer, with italic and small caps. 
Terms, r 1,000 ems, plus metal, f. 0. b. 
New York. * Keourate work, with good metal, on 
solid linotypes, from new matrices, guaranteed. 
No burrs or blow-holes in linotypes sent out. 
You can print in a perfect manner direc . sie 
my metal or an electrotype thereof. Correspond 
ence and orders requested. WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., New 
York. 


«>> 





ADVERTISING NOVELTIES. 
D NOVELTIES made by CHICAGO ENVELOPE 
CLasP Co., Buchanan, Mich. 





7 EW and original designs in leather ig 
i Memorandum books, card cases, etc. Man- 
ifold books of special forms. WM. BE RTSCH & 
CO., 14S. 5th St., Phils adelphia. 


APY aEresee novelties that are novelties. 

Notrash. High-grade goods at lc +! prices. 
w rite for samples an catalogue. THE WHITE- 
HEAD & HOAG CO. , Newark, N. a 


| On the purpose “or invitn inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
gerted under this head once tor one dollar. 


\ ’TANTED—Advertising novelties and special- 

ties ; manufacturers a mmporsers reach 
the trade direct through r Correspondence 
invited. CHAS. B. ATW ATER, Springfield, Mass. 


GF ND for sample of my new advertising folder. 

Good thing to inclose with your corre: spond- 

ence. Cheap and effective ad for any business ; 

costs nothing to distribute. WM. JOE INSTON, 
Printers’ Ink Press, 10 Spruce St., New York 
> 


ADVERTISING MEDIA. 


WORDS, 5 times, 25 cents. ENTERPRISE, 
Brockton, Mass, Circulation exceeds 6,000. 


4( 
DVERTISERS’ GUIDE, Newmarket, 
Z line. Cire’n 4,000. 











N. J., 8¢. 
Close 24th. Saz oes free. 


ITERARY LIFE. Every Saturday; 15c. line 
4 net. Sampledec. Office, 23 Park Kow, N. Y. 


NY person advertising in PRINTERS’ INK to 
ve the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


ie ROCHESTER COURIER isalive weekly, 
printing 1,700 papers each ek, in a a 

eee. town of 9,000. Cou KIER PU 

LISHING CO., Rochester, New Hampshire. 


F ARM AND TRADF. guarantees over 10,000 cir- 
culation for its July issue. Ads must reach 
office by July 10th to insure insertion. Rate $l 
per inch for one inch or a hundred inches. Best 
class of readers on earth for advertisers. FARM 
AND TRADE, Nashville, Tenn, 


DVERTISERS who wish to reach the hustling 
i people of the most prosperous section of the 
United States should send their specimen copies, 
samples and other advertising matter for dis- 
tribution among the people in attendance at the 
ag ace pat to be held at Moundsville, W. 

, Sept. 12,13 and 14. Write for prices, inclos- 
ine "sample. E. M. LEWIS, Moundsville, W. Va. 


BOUT seven-eighths of the advertising done 
fails to be effective because it 1s placed in 
papers and at rates that give no more than one- 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right pers, your advertising will —p Corre. 
spondence solicited. Address THE GEO. P. 
wo a aap ADVERSE AGENCY, 10 Spruce S8t., 
ecw 10°F 
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SUPPLIES. 


ee PAPER is printed with ink manufact- 

ured by the W. D. WILSON PRINTING INK 
Co., L't’d, 13 Spruce St., New York. Special prices 
to cash buyers. 


——_+9>—__—— 
NEWSPAPER INFORMATION. 


yror latest newspaper information use the lat- 

est edition of the AMERICAN NEWSPAPER D1- 
RECTORY, issued June 1, 1899. 
Sent free on a of pr i. 
& CO., 10 Spruce New York 


Price, five cig 
GLO, P. ROW 


inp omneaae 
ADVERTISEMENT CONSTRUCTORS. 
ONES. 

J 


jo, 42 World Bldg., N. Y. 
e 





MOS & HELM, 111 Nassau St., N. Y. 
\\ HITE. c.v. WHITE, Burke Bldg, Seattle, 
Wash. 


DATE! NT medicine pullers. ee E. 
SWETT, 23 Hamilton Ave., Chicag 


| PROFITABLE ad matter written, Write CHAS. 
A. WOOLFOLK, 446 W.Main St.,Louisville,Ky . 


A matter written. Designing. FP Finting. 
Placeadv. PARKS, 432 Park Row Bldg., 


LBERT H. SNYDER-CARL Ee. JOHNSON, - 
P vertisers, Suite 1319, Chamber of C oe ree, 
Chicago. Long Distance Phone, Main 6 


= only writer of exclusively medical and 
drug advertising. Advice or samples free, 
ULYSSES G. MANNING, South Bend, Ind, 


QHORT words, crisp sentences and a true tale 
‘ will win, when tiresome wordiness will fail. 
Consult MISS WOODLE, 6 Wall St., New York. 
Telephone, 3001 Cortlandt. 


\ TRITE to C HAS. | F. F. JONES Advertisin, 
Agent, 42 World Bldg., N. ¥. , writing, il- 
lustrating and placing of a vertising. a 

spondence and booklet free to business men 


I WANT thirty cents and a copy of your ad (10 
inches or less); if I can’t improve 3 50 Ay 

cent you get your three dimes back. 

HOCKING C HAPLIN,! 248 AbbottSt., Detroit Mich. 


ee DVERTISING That Pays” is the title of a 

d little book that we have issued. It will 
interest every business man who wants good ad- 
vertising service. Send for a copy. SHAW 
ADVERTISING AGENCY, Grand Rapids, Mich. 


DWRITING—A new and profitable profes 
sion. We furnish the foundation—the ac- 
cumulated knowledge on the subject. Send your 
address for invaluable information. Investiga- 
tion will cost you nothing. ADV, WORLD PUB- 
LICITY CLUB, Columbus, Ohio. 


NY advertiser witha good Pein will 

find me wages y A over with bright, spark- 

ling suggestions, and they ane free if you write 
me about your business. Don’t elaborate. Sim 

ply state the stubborn little facts; and if posstble 

send prints of what you have done. IGEL- 
SANGER, Suite 580, Bourse, Philadelphia, Pa. 


OHNSTON attends to the whole business— 
e writing, designing and printing. I believe I 
can get u vertisement or sooutes or circu- 
lar as well calculated to sell goods ny person 
in the business. I have better facilities than any 
other man in the land for turning out the fin- 
ished job. It is all done under my rsonal 
supervision. I am always on deck myself. No 
matter what you may want, write me about it. 
Send your name on a small Re »stal fora copy of 
my large postal. WM. JOHNSTON, Manager of 
Printers’ Ink Press, 10 Spruce St., N.Y. City. 


7 ADWRITERS—I want to hear from men 
who can plan and prepare practical, effective 





drug-store advertising mavter, advertising that 
will help develop an old established passive drug 
profitable one. Send 
samples of work and quote approximate prices, 
“ MANAGER,” Box 212, Neenah, Wis, 


busimess into an active, 
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PRINTERS’ INK. 
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THE SEATTLE 


The Best All-Around Advertising 


With its Average Circulation for 1898 of 17,267, and its Average 
Circulation of nearly 20,000 for the first six months of 1899, confined 
almost entirely to the State of Washington and British Columbia, the 
Times furnishes the advertiser the best opportunity and the best 
returns of any publication in its Territory. 


SOME NOTABLE FACTS. 


The publisher of the SEATTLE DAILy TIMEs was the first man 
to bring out the merits and opportunities of evening papers on the 
Pacific Coast, which by reason of the difference of time between 
Seattle and the great Eastern Centers of publication and sources 
of news, is able to go to press at four o’clock in the afternoon with its 
City Edition, when the hour is striking six in Chicago, St. Louis and 
Cincinnati and seven in New York, Boston and Philadelphia. 

Although the TIMES was but a four-page paper in 1895 and the 
first half of 1896, it is to-day a ten, twelve, sixteen, twenty and 
twenty-four page paper every week in the year. 

Although the TIMES in 1895 had but 3,831 circulation, its 
average circulation for 1898 reached 17,267, being sixty per cent 
grea er than the largest average circulation of any other publication 
in Washington, Idaho, Montana or British Columbia. 

As proof that these statements are not mere ‘‘ wind,” the fact is 
cited that the Insurance Department of the State of Washington, 
under the requirements of a statutory law, selected the SEATTLE 
DAILY TIMES as its official organ, though that law required that 
Department to publish its official matter ‘‘in the daily paper having 
the largest circulation in the State.” 

While the gross earnings of the TIMES in 1897 were less than 
$60,000, its gross earnings for 1898 reached $139,733.97—20 
increase of more than 133 per cent. 











The S. GC. Beckwith 
NEW YORK. 
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DAILY TIMES 


Medium in the Pacific Northwest. 


While the plant from which the SEATTLE DAILY TIMES 
was published in 1897 was worn-out, dilapidated, antiquated and 
halls out-of-date, the plant which the TIMES now owns, having 
been furnished by R. Hoe & Co., of New York City, the Mergen- 
thaler Linotype Company, the American Type Founders Com- 
pany and the famous cabinet makers of ‘hree Rivers, Wis., inciuding 
the office furniture and fixtures, could not be duplicated for $75,000. 

The TIMES is also a full member of the’ Associated Press, 
owning the exclusive franchise in the City of Seattle for the publica- 
tion of an afternoon daily newspaper, and this franchise is estimated 
to be worth at least $50,000. When the ‘‘ good-will” of a circulation 
of nearly 20,000 copies per diem be added to the earning capacity as 
indicated above, we have additional property rights estimated at at 
least the value of the original plant, or $75,000 more, making an 
entire property which is to-day earning a forty per cent dividend on 
a total valuation of $200,000. 

The TIMES publishes seven editions a day, beginning at ten 
o'clock in the morning and closing at 5.30 at night, ‘and reaches every 
condition of life throughout the Pacific Northwest, having probably 
more than 50,000 readers each day of its publication. 

On or before the first Sunday of September, 1899, the Times 
will issue a Sunday morning edition, owing to the fact that there is 
only one other daily newspaper published in tke city, and the great 
political | party which the TIMES represents demands “ Sunday 
service ” as well as service six days a week. 

As no extra charge will be made to regular subscribers, the 
Sunday edition of the SEATTLE DAILY Times will start off with a 
circulation of more than 22,000 copies, or at least 8,000 greater 
than any other Sunday paper published in the Pacific Northwest, in 
the field of circulation of the SEATTLE DAILY TIMES. 


For information concerning advertising rates apply to 


THE SEATTLE DAILY TIMES, Seattle, Wash., or to 














Special Agency, 
CHICAGO. 
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PRINTERS’ INK. 


The 
Pan=American 


Exposition 


will be held in Buffalo in 1901. Millions 


‘ 

have been already raised and the coming 
fair will be second only in greatness 
to that of Chicago in 1893. Buffalo is 
one of America’s most prosperous, enter- 
prising and progressive cities; eighteen 
steam railroads center there and its lake 
and other traffic is tremendous. 

The development of practically un- 
limited electric power from Niagara Falls 
has opened great possibilities, which are 
being grasped by far-seeing business men, 
and the phenomenal increase in population 
promises a city, with its suburbs, of 


600,000 by igol. 


GEO. KISSAM & CO., 


Long Distance Telephone, 





ORLA PRR RP RS mom ox as Sennen 
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Satististetetets tp eete tte? 


The 
International 
Traction Com’y, 


owners of Niagara’s wonderful power 
plant, now control all the street car lines 
in Buffalo, Tonawanda, Lockport, Niagara 
Falls (both sides of the river), the lines run- 
ning between Lockport and Buffalo and 
Niagara Falls and Buffalo. The equipment 
of these lines is not surpassed anywhere 
and even more elegant cars are planned for. 

Long-headed advertisers are contract- 
ing for over two years’ space from the 
present time, as they justly realize it will be 
hard to obtain in 1901 at any price. We con. 
trol the exclusive advertising privileges 
in all of the International Traction Com- 
pany’s cars and the service here as else- 


where in our cities is approached by none. 








378 Main St., Buffalo, N.Y. 


SENECA, 1819. 
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Louisville is the best situated a 
It is nearby three large commenities 0 
and the influences of trade which cafoLou 
have made Louisville a most imporimme 

If is because of this fact that the dptiser 
and most effectually will place Louisifon hi 
The papers which will give beilivice { 


LOUISVILLE COURIER 
LOUISVILLE COURIER-J 
LOUISVILLE GOURIER-JOMAL 


These three editions have the largesti@Mfations 
of all other papers published in their sectiajthe 

The boundaries of the South have ndiliged ir 
Courier-Journal has achieved a national sion 


THE LOUISVILLE TES 


THE S. C. BECKW& SP 


SOLE AGENTS F@BN ADY 
Tribune Building, NEW YORK. 
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famous Papers of a Famous Country, 
£ 7 _ che Conrier-FZour nal. ial 


LOUISVILLE. GSTURDAT MORNING. AUOUST 90. in0e—TWELYB PAGES PRICE THERES CENTS 


AE The Courier-Journal. eS 


. We LOUISVILLE. SUNDAY GUST . 186 


j 
t 











SUNDa¥ PRICE FIVE Carts 








THE TWICE-A-WErr Seteetonee — 


COURIER: RJ OURNAL. Sic aa 


LOUISVILLE. SaTURDAY MORNING. AUGUST 20. i068. NEW SERIES—NO. 67. 


“THE LOUISVILLE TrMES, "7 


ae 


TOUISVILLE, FulDa¥ EVENING, sUGUST «7. m8 MILLE. Fal —_PRicR TWO CENTS 


d andar cil center to the Middle South. 

merdqmties of the United States—Chicago, St. Louis and Cincinnati, 
h caffe Louisviile before distribution to the other cities of the South 
\portommercial center. 

itiser who wishes to cultivate the Southern market quickest 
On his list—FIRST. 


” ‘’T wes in the Newspaper and 
for the money expended are the “Jytp’= tie Newspaper an 


“I awoke one morning and 


iL, Daily, - - - - 25,000 — a 
iL, Sunday, - - - 32,000 |< ~ epee: 
AL, Twice a week, 75,000 


_ EACH PART, 


ions, and their influence is far in advance 
the country. 
ndiged in their influence or standing, for the 


§, covenne 11s; 33,405 
SPECIAL, AGENCY, 


ABN ADVERTISING, 















































W. N. HALDEMAN, President, 
The Rookery, CHICAGO. HENRY WATTERSON, Editor. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
3 Issued every Wednesday. Ten centsa copy. 
Subscription ane 1h five dollars a year, in advance 
Six dollars a hundred. Noback numbers 

ter Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for #30, or alarger number at the same rate. 

tr Publishers desiring to subscribe for PRINT 
Frs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

te If_any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
®s.bscribed in his name. Every paper is stopped 
ut the expiration of the time paid for. 
ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line ; pearl measure ; display 50 cents 
a line; 15 linesto the inch. $1(0a page. Special 
pesition twenty five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 








Oscar Herzeerc, Managing Editor. 
Peter Doucax, Manager of Advertising and 
Sub-cription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon AGENT, F, W ” ~ 2 50-52 Ludgate 


Hill, 


NEW YO YORK, xK, AUGUST 23, 1899. 





Srvpiicity is the greatest de- 
sideratum in an advertisement. 


A CORRESPONDENT of PRINTERS’ 
INK writes 

The most important event during the past 
year in billposting circles is said to have been 
the organization of an association of billposters 
in the Southern States east of the Mississippi 
River. It is known as the Southeastern States 

3ill Posters’ Association, and opens a large 
territory practically heretofore une xplore -d. 
The people of this section are said to be very 
susceptible, to read few if any magazines nor 
other literature, but are expected to under- 
stand pictures, ‘which they cannot get away 
from. The American Tobacco Company has 
been one of the first advertisers to take advan- 
tage of this new field, and is said to have reaped 
a fine harvest. Other tobacco concerns have 
also been represented, as well as one of the 
well-known face powder companies. 

_—— 


THE veteran Rowell can only see 
good in a daily because the New York 
field is practically cornered by this sort 
of journals. The man from Podunk 
with only a weekly must use it, how- 
ever, or paint the fence.—Western Ad- 
vertiser, Omaha, Neb. 

Printers’ INK has always en- 
couraged the local advertiser to 
use the local paper, whether it be 
daily or weekly. What it has con- 
tended, and still contends, is that 
the general advertiser, the man 
who covers large sections of coun- 
try. can not use the weeklies with 
profit when through the service of 
the dailies he reaches not only the 
major portion of the population, 
but its most intelligent contingent 
as well. The advertiser who 
knows his business does not aim to 
reach everybody—only everybody 
who can be reached at a rate that 
will admit of subsequent profit. 
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As between a trust that does 
not advertise and its competitors 
that do, the result will not be long 
in doubt. 


TALKING of the elimination of 
the departments of Bates, Dixey 
and Jones from Printers’ INk, 
the Publishers’ Guide of St. Paul, 
Minn., says: 

George Presbery Rowell, formerly of 
Vermont, is master of a style of Eng 
lish as forceful and correct as that of 
any editorial writer engaged by the 
New York Sun or Evening Post, which is 
saying a great deal. Why, then, should 
he permit his Printers’ Ink to be filled 
with the loose stuff of writers who make 
frantic efforts to fill empty space? The 
editor of the publication is a Hebraic 


young person, who, with the character 
istic good sense of his race, refrains 
from saying anything unless he has 


something to say, and what he does say 
is always expressed in a pleasing man 


ner. 3ut he is singularly rémiss in 
failing to vigorously blue pencil the 
mighty poor stuff furnished by his co- 


adjutors, the three wielders of the per 
pendicular cap. I. We prescribe for the 
three a long ‘retreat devoted to self 
effacement and pious meditation, ac- 
companied by a liberal fish diet. The 
phosphortts in the latter is known to 


have worked wonders in replenishing 
the exhausted gray matter of the brain. 
ee 


THE perversion of the average month 
ly magazine from its original purpose 
as a literary vehicle of more or less 
merit to the mission of a mere advertis 
ing publication is beginning to bring 
about the inevitable result. Purchasers 
decline to carry around a pound of ad 
vertisements for the sake of an ounce of 
reading matter, and the advertising 
pages, which constitute three-fourths 
of the bulk of the magazine, are being 
cut out and thrown away without being 
looked at. This mutilates the magazine, 
of course, and in the end the publica 
tion loses both readers and advertisers 

the former because of the prodigious 
quantity of sack compared to the small 
amount of bread; the latter because ad 
vertising which is not read is manifestly 
useless. It would be fairer to the reader, 
at least, if the advertising matter were 
‘bunched” in a supplement entirely sep 
arate from the magazine proper. The 
supplement would probably be thrown 
away in nine cases out of ten, but as 
that happens under the present system, 
the advertiser would be no worse off, 
while the reader would be spared the 
trouble of excising the advertising pages 
and the consequent mutilation of the 
publication.—Chicago (Ill.) Chronicle. 


The Chronicle is exciting itself 
unnecessarily. Not one person in 
a thousand mutilates his maga- 
zine in the manner suggested. 
Even in Chicago, where people are 
supposed to be interested only in 
hog subjects, a few do occasionally 
read announcements of other less 
luscious comestibles. 




















THE BILLPOSTERS’ 
CIATION 
Sepa, Mo., Aug. 2, 1899. 
Editor of Printers’ Ink: 

In your issue of June roth you have an arti- 
cle on the first page on ‘‘ Outdoor Advertis- 
ing,’’ in which you give the prices for billpost- 
ing as adopted by the “ Billposting Associa- 
tion.”? Will you please send me the address 
of the secretary of the Billposters’ Association ? 

Respectfully, FRANK Monkog. 

The secretary of the Associated 
Billposters of the United States 
and Canada, by which name the 
national organization is known, is 
Charles F. Bryan, of Cleveland, O. 

The national organization is an 
independent one to a certain ex- 
tent. There are a number of State 
organizations. The members of 
these are eligible to membership 
in the national organization, but 
in nowise is such membership 
obligatory. But in such States 
membership in the state organiza- 
tion is obligatory before member- 
ship in the national one_can be ob- 


ASSO- 


tained. In States having no state 
organization, all billposters are 
eligible for the national. 

The functions of the national 


organization are to unite the bill- 
posters of the entire country and 
Canada, to equalize rates so far as 
practicable, and to promote the 
general welfare of the guild. The 
national association issues char- 
ters to the State organizations, is 
supreme on all matters broader 
than those relating to the State, 
makes all rules, arbitrates on all 
matters, and acts as a court of ap- 
peal. The actual membership of 
the national organization is about 
twenty per cent of all those hold- 
ing certificates of membership in 
State organizations. There are 
about 700 members in it. While 
this may seem like a small mem- 
bership, it is said to represent 
about nine-tenths of the billpost- 
ing interests of the country. Al- 
mostall towns of 10,000 population 
or more are represented. The 
Billposter-Display Adverlising, a 
monthly published in New York 
and Chicago, is the official organ 
of the association. The current 
issue of this publication gives an 
exhaustive report of the ninth an- 
nual convention of the Associa- 
tion, recently held at Chicago. 
The Bill-Board, the only other pe- 
riodical published in these inter- 


PRINTERS’ INK 


‘and other publications. 
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ests, is said to be practically the 


house organ of the Donaldson 
Lithographing Co., and the Hen- 
negan Printing Co., both of Cin- 
cinnati, O.—[Eb. 


THE 





AUTOMOBILE 


Office of 
WeEeEkLy News, 

4 North Main St., 

Wincuester, Va., August 9, 1899. 
Editor of Printers’ INK: 

Please send me the name and address 
of the periodical (if there be any) de- 
voted to the interest of the automobile. 

Yours respectfully, 
Geo. F. 


Tue 
No. 


Norton. 


58 Belmont Ave., 
Editor of Printers’ INK: 

Will you kindly inform me if there 
is a paper published devoted to the au- 
tomobile trade; if so, where could I ob- 
tain it? ours gy: 

G. A. STANLEY. 

At present no periodical devoted 
to the automobile is published. 
But the United States Industrial 
Publishing Company, of 31 State 
street, New York, announces that 
in October it will begin such a 
publication under the name of the 
Automobile.—[ Eb. 

—_— -o; 1. 

Tue word farming used in con- 
nection with advertising space 
means the subletting of space by 
an advertising agent who has pur- 
chased all or part of the advertis- 
ing space of a publication and 
thereafter sells it to his clients, 
who may or may not possess 
knowledge of the arrangement of 
their agent with the publication in 
question. In America such ar- 
rangements are rather uncommon 
at the present day, but in Eng- 
land they appear to be popular. 
Thus, the London advertising 
agency of B. Browne, Ltd., 
controls the advertising space of 
Answers, while Smith’s agency 
controls that of Great Thoughts 
The dis- 
advantages of suchan arrangement 
to the advertiser is that if he 
leaves the selection of his media 
to the agent, the latter is likely to 
select publications in whose wel- 
fare he himself is interested, with 
little reference as to whether these 
are best adapted to his client’s in- 
terest. Even the best agent, with 
the best intentions, is apt to err 
occasionally in this respect, if 


Jersey City. 


hampered by farming arrange- 
ments. 
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WITH ENGLISH ADVER- 
TISERS 


By T. B. Russell. 

The recent fete of the Salva- 
tion Army in London suggests 
many reflections. The “Army” 
took the Agricultural Hall, one 
of the largest public buildings in 
England, and set up an exhibi- 
tioa, which will probably pay its 
own expenses, and will certainly 
g.ve “General” Booth’s organiza- 
tion a tremendous advertisement. 
The exhibits consist of foreign 
Salvationists and objects of inter- 
est from far abroad; the General 
himself; the various wares manu- 
factured for sale by the “Army,” 
and kindred matters; its support- 
ers will be, largely, Salvationists 
—for the Army, which encourages 
thrift in all other ways, never 
stands in the light when any of its 
members want to contribute to 
the funds. 

*x x 

The Salvation Army being—ac- 
cording to its lights—a religious 
undertaking, there is a certain ap- 
propriateness in adopting this last 
breaking out of it as a text for 
remark and illustration, and in 
America, where a good deal of 
interest appears to attach to what 
is rather profanely called ‘“adver- 
tising religion,” the subject may 
be found attractive. Let it be said 
at once, that people who under- 
stand the matter (which I do not 
profess to do) all agree in saying 
that the Salvation Army is a great 
and valuable power; that it is 
righteous in its aims (whatever 
may be thought of its methods), 
and stupendously beneficent in its 
work. Putting these considera- 
tions on one side, we, as advertis- 
ing people, cannot in any case 
withhold our admiration from its 
advertising. General Booth as an 
organizer of free advertising ranks 
with Barnum, and in saying this 
I intend no depreciation of either 
of these geniuses. The late Bar- 
num and General Booth have, 
each in his way, understood how 
to make the press work for them. 
They each knew how to start talk 
going, one of the acutest meth- 
ods of a good advertiser. Not 
only is the Salvation Army con- 
stantly figuring in newspaper 
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news, but it is always being talked 
about, too. All this is free ad- 
vertising, and if we believe in the 
beneficence of the Salvation Army, 


we must also consider that it 
makes for righteousness. 
. = 3 


Another illustration of the same 
kind may be called from the ad- 
vertising of the pink pill people. 
Following is a paragraph from 
the Court Journal—I don’t pro- 
fess to say what its origin may 
have been—that has_ probably 
done a good deal for the Dr. Will- 
iams concern, which has reprint- 
ed it a good many times in its ad- 
vertising displays. But the para- 
graph was extensively copied, too, 
in the papers. Note the Court 
Journalist's sarcastic recognition 
of the anti-substitute talk, for 
which the pink pill advertising is 
rather notable: 

“The practice of ‘pink’ pill taking, so 
lavishly encouraged by bold advertise 
ment, is said to be making upward prog 
ress in society, and report has it 
that the product of the ‘only genuine’ 
manufacturer—the pill with the seven 
worded name so often displayed before 
our eyes with piteous entreaty to shun 
all pills with a ‘missing wont in their 
title—has penetrated to the most ex- 
alted circles. However this may be, it 
is not to be questioned that the pale 
people in the highest walks of society 
are availing themselves of Dr. Williams’ 
discovery, and comparing notes, not 
without satisfaction, at the improvement 
in their personal appearance thereon re- 
sulting.” 

A good many people, probably, 
would be induced to try Dr. Will- 
iams’ Pink Pills if they imbibed 
the belief that the Queen takes 
them! 

* * * 

The Salvation Army Exhibition 
suggests reflections upon exhibi- 
tion or exposition advertising 
generally, and with the Paris 
show of 1900 coming near, a good 
many people will be asking them- 
selves the question, Does exhi- 
bition advertising pay? The sub- 
ject is a large one, and demands 
an article “all to itself” for ade- 
quate discussion. It is not quite 
dismissed by a consideration of 
the question whether the same 
amount of money spent in news- 
paper advertising would or would 
not produce a larger effect—to 
which in my opinion the only 
possible reply must be affirmative. 
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A good deal of money has been 
spent on exhibitions which, per- 
sonally, I believe could be better 
employed otherwise. Money has 
sometimes been actually with- 
drawn from newspaper advertis- 
ing in order to be spent on exhi- 
bitions, a policy which I confess 
to regarding as merely suicidal. 
Exhibitions have probably their 
right use. What that use is I may 
perhaps at some time in the near 
future be allowed an opportunity 
of discussing in Printers’ INK 
I hope others will discuss it also. 
The views of the Little School- 
master on the matter are likely to 
exercise a good deal of influence 
on the councils of the many peo- 
ple in America who must be 
“thinking it over” just at present. 
* * * 

There are other things, not 
strictly commercial, which (like 
religion) are sometimes made the 
subject of advertisement. In Eng- 
land it is a comparatively new 
thing for towns, as towns, to ad- 
vertise themselves. It has never 
been done on a very large scale 
here. The most conspicuous work 
of the kind which has come under 
my notice here is the publicity 
just now being done in the inter- 
ests of Bath. It is very well done, 
and with a good deal of judgment 
in the choice of media—the high- 
class weeklies being chiefly em- 
ployed. Here is an example— 
adorned on the original with ex- 
cellent half-tone illustrations: 
BAT THE QUEEN OF 

THE WEST. 

Finest Suite of Baths in the World. 

The unrivaled Hot Mineral Waters are 
celebrated for their efficacy in cases of 
Rheumatism, Gout and Skin Affections. 








BAND PERFORMANCES DAILY. 
TWO HOURS FROM LONDON. 





* * * 


Some months—perhaps a good 
many months—ago, I called atten- 
tion here to the growing use of 
argument in English advertising; 
to the increased importance evi- 
dently attached to the actual writ- 
ing of advertisements. This move- 
ment continues and increases. An 


29 


excellent example in an entirely 
new field is before me, and I re- 
produce it as possibly containing 
suggestions for American wine 





POINTS FoR THE PUBLIC 
ABOUT WINE 


What Vintage is it? 


The question of Vintages is of the utmost 
mportance to Wine Drinkers, and ae far 
beyond the mere matter of taste. 

In the case of bad or doubtful 
the Wines are unsound and injurious to health, 
either owing to the grapes not having ripened 
thoroughly from want of sunshine, or to their 
having become mildewed from excessive rain. 


‘The mere name on a bottle of Wine is little, 
the Vital question is— 
In what Year was it Grown? 


Write for a complete List of Vintages 
based on the —— accepted verdict opted 
. learly 


food trom the bad and lire Vitae 





; “HATCH, MANSFIELD & Co., Ltd., 
1, Cockspur St., London, 8.W. 








advertisers. All the wine adver- 
tising I have seen in this country 
has hitherto been confined to a 
more or less skillful display of the 
name of the beverage, with a pos- 
sible description of its character- 
istics in half a dozen words—no 
more. In the thoughtful example 
here reproduced a definite attempt 
is made to teach something about 
wine. I call this a good advertise- 
ment. 
ee @ 

Digressing for a moment, the 
subject of beverages reminds me 
that Bass’, the bottled ale firm, 
have found it necessary to adver- 
tise very largely against substitu- 
tion. It isn’t only the patent med- 
icine man who suffers in this man- 
ner! 

- . 

Reverting to the subject of ar- 
gument in advertising, I notice 
that the Carter Medicine Com- 
pany, hitherto content, in its news- 
paper advertising, with a good dis- 
play of the famous Crow and ban- 
ner and a general remark on the 
curative virtues of Carter’s Little 
Liver Pills, has recently taken to 

‘arguing the point” with consid- 
erable freedom and _ perspicuity, 
as the example shows. The crow, 
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so long familiar, is in this an- 
nouncement multiplied into six 


ae Carter’s 
Little Liver 
Pills. 
A Disordered Liver. 


Biel yellowy took and Bitious Headache 







° 
Smalt Pill, Small Dose. Small Price. 








crows—as happened in a famous 
legend dear to amateur reciters. 
es 

A melancholy interest attaches 
to the fac-simile handwriting ad- 
vertisement still used for Hierat- 
ica note paper. This handsome, 
flowing hand is recognized by all 
his many friends as that of the 
late C. P. Moir, of Crossly, Moir 
& Co., advertising agents, whose 
death,, with a brief appreciation 
of his good qualities by a promi- 
nent London American, was a few 
months ago mentioned in this let- 
ter. This is only one among thou- 
sands of good advertisements 
which poor Moir prepared. 
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INK. 
PAPER AND CIVILIZATION, 


Interesting statistics of the production of 
paper in the United States have been compiled 
by the department of labor at Washington. It 
appears that this country uses annually more 
than 100 million dollars’ worth of paper, or an 
aggregate of 4,000 million pounds, A little 
less than a third of this is used by the news- 
papers. The wrapping paper amounts to about 
two-thirds as much as the newspaper and al- 
most half as much is used to manufacture 
booksas to printnewspapers. The production 
of the various kinds of paper boards amounts 
to over 300,000 tons annually, or more than 
half the production of news paper. Builders 
use 60,000 tons of paper, not including the 45,- 
ooo tons of wall paper that are produced an- 
nually, About half of all the paper is pro- 
duced in the States of New York, Massachu- 
setts and Maine, though there are sixteen other 
States that produce large quantities, and twen- 
ty-seven States report some paper produced, 
Paper is one of the emblems of civilization, 
The amount of paper used is an excellent test 
of the progress of anation. There is no other 
countryin the wor ld where so much paper per 
capita is used as in the United States. The 
circulation of magazines and newspapers is 
greater here than in any other part of the earth, 
more books are read, more stationery used in 
correspondence and more in the other ways in 
which paper adds to the convenience and the 
pleasure of man.—Kansas ( ity (Mo.) Star. 


> - 
BECKWITH. 


Ss. Cc. 
S. C. Beckwith is one of the young- 
est of the prominent special agents. 


He was born in Maryland about forty- 
three years ago. He was studying law 
when the publisher of the local paper 
enlisted his assistance in journalistic 
work. He went to Baltimore and con- 
nected himself with the Evening Bulle- 
tin. Although making a success of up- 
stairs work, he decided to enter the ad- 
vertising field, and in 1879 moved to 
New York, where he established him- 
self as a special agent. At that time 
there were but four specials in New 
York, of which he is the only survivor. 
This was the beginning of the special 
agency which bears his name and has 
been built up by his indefatigable labor. 
Through his tireless energy he is known 
to every publisher in the country. He 
now represents a strong list of thirty- 
three prominent newspapers throughout 
the United States. — Advisor. 


BILL POSTING By MAC ACHINERY. 

A correspondent writes: The opera- 
tion of billposting by machinery is one 
of the latest achievements of a_Phila- 
delphia genius. A rod is arranged, upon 
which the sheets are rolled, tad a 
paste receptacle with a brush contriv- 
ance is attached in such a manner that 
the paste is applied automatically to the 
back of the poster. The lower edge of 
the sheet is fixed at the bottom of the 
boarding, and the implement rises in 
such a manner as only to require one 
man while the sheet unrolls, and, pro- 
vided with paste, is held flat against the 


boarding; a rubber roller follows on the 
outside, which presses it firmly and to 
the board. 

IT IS ADJECTIVES. 


A good cut is all adjectives. It tells 
the points that are desirable, and in- 
terests the reader from the start.—Ad- 
vertising World. 
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‘ PRINTERS’ INK’? OFFERS A STERLING SILVER SUGAR BOWL TO THE NEWSPAPER PUB- 
LISHED SOUTH OF A LINE DRAWN THROUGH SAN FRANCISCO, ST. LOUIS, CINCINNATI AND 
PHILADELPHIA THAT GIVES AN ADVERTISER BEST SERVICE IN PROPORTION TO THE PRICE 
CHARGED, THE REGION IN QUESTION IS SHOWN IN WHITE ON THE MAP ABOVE, ON WHICH ARE 





ALSO INDICATED THE CITIES FROM WHICH IT IS PRESUMED THE WINNER MUST COME. 
IN PRINTERS’ INK of August competition for the hen Bowl you offer asa 
—: : prize, as having the lowest rate per line per 
oth the following invitation to thousand circulation. We have cuvataie cae 


subscribers was printed: 

Readers of Printers’ INK are asked to 
read the letters herewith, also the letter of the 
Los Angeles 77mes in the issue of PrinTERS’ 
Ink of July 12th, and write to the Little 
Schoolmaster which newspaper of all those 
mentioned they believe most eligible, and why; 
also which they believe has the least chance, 
and why. Letters pointing out misstatements 
in the letters here reproduced will also be wel- 
come, 


In 





response, the letters that 
are printed below were received. 
Of course such communications 
are of no value in deciding a com- 
petition of this character. There 
is no reason why a local advertiser 
in Bayonne, N. J., should not de- 
cide that the paper in his town is 
the best proposition for advertis- 
ers. It would perhaps be difficult 
to convince a louse that the tramp 
upon which he feeds is not the 
biggest animal on the face of the 
earth. It is probable that the five 
local advertisers who send _ theit 
opinions have never read any de- 
tails of the competition before, 
and were asked as a matter of 
friendship to the newspaper to in- 
dite the letters here reproduced: 
Office of Levy BroTHErs, 


Dry Goods, Notions, Etc., 
340, 342. 344 Main street. 


3 Noro tk, Va., August 11, 1899. 
Editor of Printers’ INK: 


We note from your columns that the V7r- 


ginian-Pilot of our city is in the lead in the 





the correspondence on this subject appearing 
in your issues of the past two months, and feel- 
ing that the Virginian-/ilot is clearly en- 
titled to this prize, we avail ourselves of the 
opportunity you offer to say so. We have been 
advertising in the Virginian-Pilot liberally 
since the establishment of first the Pi/ot and 
since, when the consolidation was made, more 
than ever, and feel convinced from the indi- 
cated result that our patronage is not mis- 
pliced, and that it is a first-rate advertising 
medium, and from out of town responses to 
our ads think it covers this territory very thor- 
oughly. We have carefully noted from our 
patronage that,it finds its way into the homes 
of all classes of people, and especially that 
large class termed the middle class, who are 
always on the alert for bargains. Ours is an 
up-to-date, progressive city, and labor seems to 
be well and continually employed and there 
are few idle men, as there is a large amount of 
building now in progress. In conclusion will 
state that to our advertising in this paper we 
attribute much of our success, having during 
the past two years more than doubled our floor 
space and volume of business, and contemplate 
more improvements in the near future. 
Yours very truly, Levy Bros. 


Office of 
BALTIMORE BARGAIN PALACE, 
Notions, Ladies’ and Gent’s Furnishings, 
No. 192 Church Street. 
Norrouk, Va., August 14, 1899. 
Editor of Printers’ Ink: 

Noticing the articles in your valuable jour- 
nal in regard to sugar bowl contest, we are 
glad to see the Virginian-Pilot leads the list 
as having the lowest rate per line per 1,000 cir- 
culation. There can be no question raised as 
to its class of readers. I have used its col- 
umns for thousands of inches and find its read- 
ers compared very favorably with the journals 
of Northern cities, as I have used both. I sin 
cerely hope you will award the prize to Nor- 
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folk, as the Virginian-Pilot has fully 
monstrated its claim to the prize. 
Very respectfully, 
w. J. 


YORFOLK TRUNK Factory, 
Manufacturers of 
Trunks, Traveling Bags, Etc., 
No. 172 Church street. 
NorFo tk, Va., Aug. 12, 1899. 
Editor of Printers’ INK: 

We have been reading the correspondence 
in the Printers’ INK relative to your Sugar 
Bowl competition, We know that you acknowl- 
edge that the Virginian-Pilot of this city gives 
the lowest rate per 1,000 circulation. We use 
the Virginian- Pilot regularly for our adver- 
tisements, and we think that we ought to bea 
judge as to the merits of the advertising col- 
umns as well as the class of readers this valu- 
able paper carries. We can not see any reason 
why this paper should not be awarded the 
Sugar Bow] according to our experience and the 
statements that have appeared in the Print- 
ERS’ Ink. Its readers ought to be valuable to 
others as well as ourselves, on account of its 

circulation among the great middle class, whose 
salaries range in our city from $600 to $2,500 a 
year. We sincerely hope that you will send 
the Sugar Bowl by first express on receipt of 
this letter. Please prepay express charges. 
Yours very respectfully, 
Norro_k Trunk Factory. 


Office of Mitter, Ruoaps & Co., 


de- 


Morris, Manager. 





Office of N 






Dry Goods. 
NorFovk, Va., Aug. 15, 1899. 
Editor of Printers’ Ink: 
We see from Printers’ INK there is a 


lively competition among the leading news- 
papers of the Southern cities for a sugar bowl 
offered by you to the paper giving best service 
to advertisers. We note that the Virginian- 
Pilot of Norfolk, Va.,is in the lead, its rate 
per line per thousand circulation being ac- 
knowledged to be the lowest of any paper in 
the competition, It would seem to us this 
paper is clearly entitled to the award, as no 
one familiar with the facts can give any reason 
to justify the conclusion that the subscribers 
of the Virginian-Pilot do not present as 
good a field for the advertisers as the same 
number of subscribers in any other section of 
the South. In fact, we think that an analysis 
of the field in comparison with ‘others will not 
only be favorable to Norfolk, but exceedingly 
complimentary. We have been using the col- 
umns of the )trginian-Pilot extensively, and 
we have the best evidence, personal experi- 
ence of the value of the readers of this paper. 
Norfolk is a prosperous city, has great natural 
resources which are being recognized and fully 
developed by capitalists, and new enterprises 
of various kinds are recorded daily, creating an 
active demand for labor both skilled and un- 
skilled. Idle men are few, and while the 
millionaire is also a scarce article, there 
plenty of money, the mass of the population 
receiving ample incomes. The lirginian- 
/ilot is undoubtedly entitled to the award. 
Very truly, 
MILLER, 
Office of 
Boarp oF TRADE AND Business Men’s Asso- 
CIATION OF NoRFOLK, VIRGINIA, 
NorFork, Va., Aug. 15, 1899. 
Editor of Printers’ INK: 
I ama reader of your valuable journal, 


is 


Ruoaps & Co. 


and 


notice there is a discussion as to what newspa- 
per in the South offers advertisers the lowest 
rate per thousand of circulation, when charac- 
ter of its field and also character of its readers 
are considered. 
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As secretary and statistician of the Board 
of Trade and Business Men’s Association of 
Norfolk, I am somewhat conversant with the 
progress of the various sections of the South, 
and believe that the Norfolk section leads in 
the march of progress and industrial develop- 
ment, This section is peopled by a progress- 
ive class, to the ranks of whose business men 
other sections are steadily adding enterprising 
people attracted here by the advantages for the 
investment of capital. The people here are 
careful readers of the daily papers, especially 
the great mass of the intelligent workers in all 
lines, who constitute the bulk of consumers 
and buyers. Labor is here in great demand at 
remunerative wages. 

Norfolk is in the center of one of the richest 
trucking sections, is fourth in the list of cotton 
ports, is the leading horse market of the South, 
is one of the greatest oyster and fish centers of 
the United States, is among the largest lumber 
manufacturing sections and in the list of stave 
exporting ports, isa steadily increasing center 
of manufacturing, is one of the most important 
points in the South as a distributing center, is 
the greatest peanut market in the world, and i is 
the center of all the year around health resort 
sections, With these facts before you, you can 
readily see the enterprising character of the 
people of this section, the people who take and 
read the Virginian-Pilot. 

Yours truly, E. E. Dawes, 
Secretary and Statistician Board of Tr ade and 

Business Men’s Association. 








os 
THE “ TIMES”’ IS CORRECT. 
Office of Witt1ams & Lawrence, 
Advertising Managers, 
81 and 82 Tribune Bldg., New York. 


87 Washington St., Chicago. 
New York, N. Y., Aug. 14, 1899. 
Editor of Printers’ Ink: 


In your comments following the letter from 
Mr. Harry Chandler setting forth the reasons 
why the Los Angeles 7tmes should be award- 
ed the Southern Sugar Bowl, as published in 
your issue of July 12, you seem to have made 
an error in stating that ‘‘a rate of forty cents 
an inch for 26,131 circulation means about one- 
eighth of a cent per one thousand circulation.’ 
By re-calculating on the figures named you 
will find that the real price per line per thou- 
sand is .oo10g4, a fraction less than one-ninth 
of a cent per line per thousand of circulation. 
This trifling error assumes a possible impor- 
tance, warranting correction, because of your 
statement in your issue of May 31, that the 
Chattanooga 7imes’ charge of one-eighth of 
a cent per line per one thousand circulation was 

‘a lower rate than prevails in the offices of 
any of the possible winners of the Bowl.” 
This correction shows the Los Angeles 7Zmes 
with a yet lower, and, therefore, presumably 
the lowest, rate of any of the competitors. 

Permit us, in this connection, to state a fact 
in regard to the country circulation of the Los 
Angeles Times, which is, as far as we know, 
unique, viz.: The 7%ses has added about four 
thousand to the country circulation of its daily 
edition by a system of daily country delivery 
by special carriers, reaching in some cases 
points fully ten miles from the nearest post- 
office. This is largely accomplished by com- 
bining with the ?%mes delivery the delivery of 
the regular mail from the post-office, for 
which service the residents willingly pay a 
small fee, making the whole scheme _prac- 
ticable. Is there any other section in 
United States where the inhabitants of the 
really remote country districts, from one to ten 
miles from post-offices, will, in sufficient num- 
bers to make such a plan workable on a large 
scale, pay seventy-five cents a month for a 




















daily paper, and in addition a special fee for 
delivery of their mail ? 

It is, of course, because this country is 
largely *peopled by. well-to-do ranch owners, 
who are living there for the luxury of the cli- 
mate, for their health, or for the profit in fruit 
growing ona large scale, that this plan is pos- 
sible there. It is in itself a vivid presentation 
of the fact that even the country circulation of 
the 7imes is among the free-buying class, ac- 
customed to have and able to pay for things so 
presented to their attention as to show them to 
be desirable. Yours truly, 

Wiriiams & LAWRENCE, 
Managers of Foreizn Advertising of the Los 
Angeles 7'imes. 


+o 
LATEST DATE FOR RECEIVING 
ADVERTISING COPY. 

Ladies’ Home Journal.—Six weeks be- 
fore date of publication. 

Harper's Magazine.—Twenty-eighth 
of preceding month. 

Harper's Weekly.—One week in ad- 
vance. 

Arena.—Fifth of preceding month. 

Atlantic Monthly.—First of preceding 
month. 

Century.—Four weeks before date of 
publication. 

Demorest.—Twenty-eighth of preced- 
ing month. 

Munsey.—Five weeks in advance of 
date of issue. 

McClure.—First of preceding month. 

Review of Reviews.—Fifth day of the 
month preceding date of publication. 

Woman’s 
of the month for the following onthe 

Saturday Evening Post.—Three weeks 
hefore the date of publication.—Pacific 
Coast Advertising. 


MAGAZINE A ATTRACT IONS. 

“Oh, the next number of my magazine will 
be a winner,” said the editor gleefully. ‘* The 
list of attractions never has been equaled.” 

“Who are they, and what are their subjects?”’ 
asked the reader. 

** Well, for one thing, 1 ve closed a contract 
with Judge Bilkins, the famous jurist, to dis- 
cuss the requirements of an ideal navy; then 
Ad Imiral Smith, the naval authority, has agreed 

) give an article on trusts and unlawful com- 
hendeans Henry Wilkinson Brown, the poet, 
will write a comprehensive commentary on 
modern military operations, and General Jones 
has agreed to discuss the great poets and nov- 

elists of modern times. Oh! it will be great! 
They’re all famous men and there isn’t one of 
them who knows a thing about the subject he 
is to tackle. Ther2’s nothing like being up to 
date in one’s methods, you know.’’—Chicago 
Evening Post. 


IN 









——_____ +o+—__——_ 

NEW ZEALAND. 

New Zealand is making rapid progress in the 
printers’ art. In January, 1897, there were no 
less than 205 publications on the register of 
newspapers for New Zealand. Of these, 54 
are daily papers, 24 are published three times 
a week, 31 twice a week, 64 once a week, 4 
fortnightly and 28 monthly. The greater part 
of these papers is being published in the two 
principal commercial cities of the colony, 
namely, Wellington and Auckland. The print- 
ing establishments (not including the Govern- 
ment Printing Office) in New Zealand num- 
bered 154 in 1897, employing 2,351 hands. 
The wages paid during the same year amounted 
to $1,080,120. The horse-power employed in 
these establishments was 532, and the value of 
the manufacturesamounted to nearly $2,000,000. 
—Inland Printer. 
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A QUEER ADVERTISEMENT. 
The followins advertisement appeared 
in the Seaford News recently: 


NOTICE TO THE PUBLIC BUSY BODIES. 

1 understand some of the merchants 
are making the remark that I am play- 
ing out in Seaford. I have haa my 
da 
i will bet $100 that I pay tue rail- 
road and steamboat companies $2 for 
every $1 that any other merchant in 
Seaford that made the remark pays. 

I will bet another $100 that my credit 
is worth $10 to their $1. 

I will bet another $100 that it has 
cost me more to live since 1 have been 
in Seaford than all the rest of the Busy 
Boaies put together. 

I will bet another $100 that I deposit 
more money in the Sussex National 
Bank than all these Busy Bodies to- 
gether. 

I will bet another $100 that I stay 
here as long as any o ‘the B Susy Bodies. 

Now just let me give you a little piece 
of advice: You had better stick to your 
own business and make a better living 
for your family and not attend to my 
affairs. I know you are not comfortable. 
I am making it a little warm for you, 
or you would never give me a thought. 
Now just sit down and think how 
little a person you are, and what a little 
space of ground you will occupy when 
you leave this country, and how little 


you will be missed, and then calmly 
think if you can afford to talk about 
anybody else. Yours very respectfuity, 
MELVIN, THE Otp REGULATOR. _ 
— ‘ilmington _ Wel.) Star. 
>> 
MIST: AKES. 
Mistakes are expensive things, but 


they are unavoidable to the man who is 
striving to broaden his sphere of use- 
fulness. They are mile posts, set along 
the business highway, which point men 
to the path which leads to_ success. 
When a fellow makes a mistake, if he 
is of the right sort of stuff, he doesn’t 
get discouraged and quit; he accepts it 
as a valuable bit of experience, which 
always come high, and takes another 
tack, avoiding a repetition of the same 
error in the future. The goal of suc- 
cess always lies just ahead. A straight 








and narrow path leads to it. This path 
is laid in absolute darkness and is 
hedged in on either side by mistakes, 


and the man who could enter and pur- 
sue it without occasionally bumping 
against the invisible hedge has not yet 
been  discovered.—Mississippi Valley 
Lumberman. 


++ 
A SAFE RULE. 

A safe rule to follow is that the dis- 
play lines in an advertisement shall tell 
the story independently of the accom- 
panying text, and that the text shall tell 
the story gaye seer a of the display 


lines. the advertisement is seen at 

all, one or the other part of it will be 
read.—Advertising Experience. 
STUDYING SUCCESS. 

The best thing for the beginner in advertis- 


ing to do is to study the successes in advertis- 
ing. Don’t study them with the idea of find- 
ing fault with them, Try to find out what it is 
about them that has made them successful. 
—Shoe and Leather Facts. 











WHAT SOME 
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PUBLISHERS ASSERT. 





“* 7 said in my haste all men are liars.”—Psalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


What the publisher 
It is his privilege to praise his own 
What 


he does say, however, ought to be true—adsolutely, 


DISTRICT OF COLUMBIA. 

Washington (D. C.) The Home Maga- 
zine (1).—Secures subscribers because 
the matter it contains is so much better 
than that in any of the other moderate- 
priced home journals—secures advertis- 
ing because it pays advertisers. There 
could be no better reason for either. 

GEORGIA, 

Atlanta (Ga.) Wesleyan Christian Ad- 
vocate (1).—Is the official organ of 
165,000 Methodists in Georgia. The old- 
est religious paper in the State, and 
worth more as an advertising medium 
than all the other religious papers in 
the State combined. None but reputa- 
ble and responsible advertisers are ad- 
mitted to its columns, and it is always 
looked to for reliability. 

ILLINOIS. 

Chicago (Ill.) Abendpost (1).—The 
Abendpost is the greatest German paper 
of Chicago. No claims but proofs. 

Chicago (Ill.) Chicago Chronicle (1). 

The Chicago Chronicle is the only 
Democratic paper in a Democratic city. 
A big field all to itself. You can not 
reach Democratic buyers through Ke- 
publican newspapers. Advertisers should 
not overlook this fact. Advertising space 
one price to all. 

Chicago (Ill.) Farmers’ Review (1). 
—Is the leading agricultural paper in 
Chicago, having the largest paid circu- 
lation, which has been secured and is 
maintained without the employment of 
cheap, catchpenny schemes, therefore 
reaching the highest class of thinking, 
progressive farmers. Do you want to 
reach them with your advertisement? 
It has a larger bona fide paid circulation 
in the State of Illinois than any other 
weekly agricultural paper. 

Chicago (Ill.) The Prairie Farmer 
(1).—When advertisers make up their 
lists of agricultural mediums, nine out 
of ten of them start off with the Prairie 
Farmer. This is highly gratifying for 
the reason that these old advertisers are 
discriminating in their selection of me- 
diums, and the fact that the place the 
Prairie Farmer at the head of their lists 
indicate that they have full confidence 
in this old-established medium. 

Chicago (iu.) The Union Signal (1). 
—Is the official organ of the Woman’s 
Christian Temperance Union. If you 
have anything to advertise bought or 
used exclusively by women, advertise it 





EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

(4) By word of mouth by a representative 
of the paper. 


in a woman’s paper, the cost will be no 
more than in a paper the circulation of 
which is partly among men and only in 
part among women. 

Pekin (Ill.) The Republican-Post (1). 
—The oldest Republican paper in Cen- 
tral Illinois. It circulates among the 
oldest families in the county. 

KENTUCKY, 

Louisville (Ky.) Home and Farm 

1).—The best class of farmers and 
their families are the people who read 
Home and Farm, the representative 
farm and household journal of the 
South and Southwest. It covers this 
territory most thoroughly, and is used 
with good results by many leading ad- 
vertisers. 

MASSACHUSETTS, 

Lowell (Mass.) Sun (1).—Has the 
largest circulation by many thousands of 
any newspaper published in Middlesex 
County. It is far and away the best 
advertising medium, and its circulation 
books, records of circulation, paper bills, 
post office receipts and everything that 
the most exacting advertiser could de- 
mand is cheerfully accorded, and the de- 
tailed sworn circulation of every copy 
printed and circulated during the past 
year has been prepared. Advertisers 
who wish to cover Lowell thoroughly can 
do so through the Sun, and in each case 
can depend upon knowing that they are 
getting just the circulation they have 
paid for. 

MICHIGAN. 

Bay City (Mich.) Tribune (1).—The 
Bay City Tribune is the leading news- 
paper of northern Michigan. Its circula- 
ion exceeds that of all other local papers 
combined, and is therefore unexcelled 
as an advertising medium. 

Detroit (Mich.) Detroit Courier (1). 

The one sure way to reach the people 
of southwest Michigan is to nse Michi- 
gan’s best weekly, the Detroit Courier. 

NEW JERSEY. 

Bayonne (N. J.) Herald (2).—The 
Bayonne Herald approximating its 
thirty-third year, is the leading paper 
of the city, unsurpassed in quality and 
quantity of circulation, and is therefore 
the best advertising medium. 

NEW YORK, 

New York (N. Y.) Delineator (1).— 
Shrewd and experienced advertisers all 
agree that the Delineator is the best 
paying medium in this country. 

New York (N. Y.) The Forum (1).— 
One of the most eloquent arguments 
for the advertising merits of a publi- 
cation is the character and amount of 
business it carries. In this relation we 
would suggest that you examine the ad- 
vertising pages of the Forum and com- 
pare them with those of any other first- 

















class publication. Every reader of the 
Forum is a possible patron of yours by 
reason of the fact that its entire con- 
stituency is composed of people who 
combine with intelligence ee good taste 
the means to purchase a first-class 
article Shall we send you a copy? 

New York (N. Y.) Harper's Maga- 
zine (2).—The business man who studies 
the pe noted pages of Harper's Maga- 
zine must be impressed with the fact 
that they are constantly utilized by the 
leading and most successful advertisers 
of the day. To the thinking man the 
reason for this is obvious. Harper's 
Magazine is read every month of the 
year by a multitude of cultured people 
who delight in the comforts of life and 
have the means of gratifying all their 
wants. To them the advertising pages 
of Harper’s Magazine is an invaluable 
source of information. 

New York (N. Y.) Teachers’ World 
(:).—If the goods you sell appeal to 
feminine good taste and judgment. and 
you are seeking mail order customers, 
then you will find the columns of the 
Teachers’ World a paying investment. 
Fully $2,000,000 per month is paid to 
our readers in salaries, and this great 
field can be reached directly, cheaply 
and effectively through our advertising 
columns. 

Troy (N. Y.) Press (1).—The ver- 
dict in the case of the Press. The adver- 
tising public find the Press as follows: 
As to quality the cleanest, brightest, 
newsiest and most reliable family paper 
in its territory; as to quantity, one-third 
more than any paper in Troy. 

Utica (N vy. ) Press (1).—The Press 
p ays its advertisers because it is clean, 
bright, enterprising, and has the largest 
circulation. 

OHIO. 


Akron (O.) Self Culture (1).—Self 
Culture has a circulation among a class 
of people whom the magazine advertis- 
ers cannot reach through any other one 
modbam. If you have something good 
to sell and will place a good advertise- 
ment in Self Culture you will sell it. 
If your business cannot be profitably ad- 
vertised in Self Culture we do not 
want it. 

Cincinnati (O.) Daily Freie Presse— 
Daily Abend Presse (1 ).—The leading Ger- 
man journals in circulation and in- 
fluence in the State of Ohio. They are 
the recognized authority in German mer- 
cantile and financial circles. Their high 
character has secured them the refined 
and cultured home circles, and made 
them the most popular German news- 
papers in the West and South. They 
are valuable to advertisers for the fol- 
lowing reasons: They have a long-sus- 
tained circulation among the most pros- 
perous class o verman readers, and 
there has been a healthy and steady in- 
crease in their circulation from year to 
year. The Freie Presse and Abend 
Presse are used extensively by almost 
all large advertisers with great success. 
The Cincinnati Daily Abend Presse has 
a larger circulation than any German 
paper in the West. 

Cincinnati (O.) Journal and Messen- 
ger (1).—-Is the central national Baptist 
newspaper, and is the leading Baptist 
paper in the Central States. 

Delaware (O.) The Gazette (1).—We 
have the largest bona fide pear oem © 


any paper published in the country e 
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are after your business—we cover the 
ficld as no other paper in this section 
of the State does. Delaware County 
has a population of 30,o00o—The Gazette 
reaches them all. 

Toledo (O.) Express (1).—Sow seed 
in good soil to get a good harvest. 
Advertise in a newspaper that is read 
in the home by all the family. The 
Express is such a paper. We publish 
all important American news and have 
regular correspondence from the Old 
World that greatly interests our read- 
ers. Cost considered, the Express is 
cheaper than any English paper as an 
advertising medium. 

PENNSYLVANIA. 

Harrisburg (Pa.) Telegraph (1).— 
The Telegraph has been the leading 
newspaper in the State capital of Penn- 
sylvania for more than half a century. 
It is a good medium of advertising for 
those who wish to reach the people re- 
siding in the heart of the Keystorie 
State. There is a semi-weekly edition 
issued that reaches more readers than 
all the others combined—having large 
lists at all the rural and country post 
offices. 

Lancaster (Pa.) The Examiner (r).— 
The largest circulation in the wealthiest 
farming county in the United States. 
The oldest, most reliable and best ad- 
vertising medium in the county. Al- 
ways looked to as a leader in Republican 


views. 

Meadville (Pa.) Vvribune-Repub/ican 
(1).—-Largest daily and weekly circula- 
tion in northwestern Pennsylvania. Is 
the leading Republican newspaper in 
the northwest. 

Media (Pa.) The Delaware Co. Ameri- 
can (1).—Published in a county of 85,- 
000 people and entering almost every 

reside, it is far above the average 
weekly as an advertising medium. It is 
a paper the people keep as a literary 
and local reference. 

Philadelphia (Pa.) The Church Stand- 
ard (1).—-Is a journal of the Episcopal 
Church—an advertising medium of the 
highest class. Found in the homes of 
Episcopalians everywhere as a perma- 
nent magazine of reference. In no man- 
ner can the membership of the church 
be so efficiently reached as through its 
columns. 

Pittsburg (Pa.) The United Presby- 
terian (1).—A first-class religious and 
family paper; a large guaranteed circu- 
lation; the leading paper of its church; 
clean ’advertising, The two papers in 
Pittsburg having “‘Presbyterian” in their 
1ame have entirely different fields. They 
are in separate churches. 

Wilkesbarre (Pa.) Times (1).—The 
leading afternoon_journal of the anthra- 
cite coal field. Circulates in forty-five 
cities and towns of northeastern Penn- 
sylvania. Largest circulation, best ad- 
vertising medium. 

York (Pa.) Gazette (1).—The Ga- 
gette carries a larger number of local 
advertisements than any other news- 
paper in southeastern Pennsylvania. 
Every local advertiser will take pleasure 
in testifying to the business- producing 
qualities of its circulation. The semi- 
weekly edition is the most popular fam- 
ily newspaper, and reaches more homes 
than any other paper in the Nineteenth 
Congressional District. The Sunday edi- 
tion is the only one published in the 
same territory. 


A MODERN MIRACLE. 


In the good old days Gideon and his 
followers blew the trumpet before Jeri- 
cho and the walls fell down. That was 
a miracle. Nowadays a man blows his 
horn through the newspapers and other 
mediums, and the goods fall from ms 
shelves and counters. That’s no miracle 
—just a sample of what good advertis- 
ing will accomplish—and it is performed 
every day.—The Advertising Man. 
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HIS IDEA. 

A_ shrewd advertiser said to me re- 
cently: “I like to advertise -in papers 
which charge a good stiff extra rate 
for display and for the insertion of cuts. 
The fact that they do this prevents a 
good many people using them, and, as 
a consequence, my ads are very much 
more prominent, for I always pay the 
extra price and use the cuts and dis- 


play.”—Chicago Apparel Gazette. 
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NOTES. 


A FLy-PAPER firm advertises, “We aim 
to please—all the flies that have struck 
our paper are stuck on it.” 

“ How Trilby Polish Won” in Printers’ 
Ink of August 6th should have been credited 
to Advertising Success. 

“On the Making of Blank Books” is 
an interesting brochure issued by War- 
wick Brothers & Rutter, of Toronto. 

Tue Metal Worker of New York offers 
prizes of $15 and $10 for the best advertise- 
ments of furnaces appropriate to local papers. 
No special size is indicated. 

A Srate law in Illinois prohibits the 
use of the national flag for any commer- 
cial purposes or as an advertising me- 
dium, under penalty of a fine of not less 
than $10 or more than $1,000, and costs, 
and in default of payment, imprison- 
ment at the rate of one day for each 
dollar of fine and costs. 

Tue Cubans are adopting American 
methods in advertising bicycles. and are 
striving hard to master the English lan- 
guage, as is evidenced by the following 
from an advertisement in a Havana 
newspaper: “This is without doubt one 
of the factories of first-class bicyclettes 
and of the most universal credit, and 
we affirm that no other has this credit 
with more merits, by the goodness, in- 
telligency and care employed in the 
preparation and perfectionment of his 
wheels.” 


EXPLOSIVE. ’ 
An ambitious young writer having 
asked, ‘‘ What magazine will give me 
the highest position quickest?” was 
told, “* A powder magazine, if you con- 
tribute a fiery article.”—Supply World. 
— 





THE TROUBLE WITH NEW AD- 
VERTISERS. 

There is no business under the sun 
that can not be bettered and broadened 
by judicious advertising. The whole 
trouble with new advertisers is that they 
rush into print with no outlined policy, 
no plan or aim.” Their copy is_pre- 
pared at the last moment, just to fill the 
space; it isn’t convincing, very seldom 
contains good and sufficient reason for 
the buyer’s making a purchase, and 
altogether has a hit-and-miss style to 
it that makes it a perfect gamble. Money 
thus spent is, nine times out of ten, 
simply wasted, while another advertiser 
who uses the same mediums, but gives 
some thought to his copy and plans, 
reaps a harvest that repays all his 
trouble.—The Wheel. 
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Advertisements under this head 50 cents a line 
each time. By the r $26 a line. No display 
other than 2-line initial letter. Must be handed 
in one week in advance. 





GEORGIA. 


Q@ OUTHERN FARMER, Athens, Ga. Leading 
Southern agricultural publication. Thrifty 
people read it ; 23,000 monthly. Covers South and 
Southwest. Advertising rates very low. 


TENNESSEE. 


A DVERTISING at five-sevenths of a cent a line 
4 per thousand circulation in wid Fre 
ural paper of the South. FARM AN RADE, 
Nashville, Tenn. 


CANADA. 
((ANADIAN ADVERTISING is best done by THE 


E. DESBARATS ADVERTISING AGENCY, 
Montreal. 


CLASS PAPERS. _ 




















ADVERTISING. 
pPiNtees’ INK, published weekly by Geo. P. 
Rowell & Co., was the first of the now nu 
merous class of journals devoted to advertising. 
It likes to call itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment 
in 1888 it has had nearly two hundred imitators. 
PRINTERS’ INK aims to teach good advertising 
by publishing good advertising methods, givin 
examples of good and advertising and tel 
ing why. It also considers the value of news 
papers as advertising mediums. Its columns are 
wide open for the discussion of = topic interest 
ing to advertisers. Every advertising man who 
is known at all has contributed to its columns 
PRINTERS’ INK’S way of teaching is by exciting 
thought and discussion, expressing occasionally 
an opinion in favor of one plan and opposing an- 
other, but making no effort to be consistent, ad- 
vocating to day to-day’s opinions and abandon 
ing yesterday’s theories to the de: . Aver- 
age circulation during 1898, 23,171. Subseription 
price $5 a year. Advertising rates, classified 25 
cents a line each time, display 50 cents a line. 
Address PRINTERS’ INK, 10 Spruce St., N. Y. 











Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—i/ granted. 
Must be handed in one week in advance. 


WANTED.—Case of bad health 
that R‘I‘P*A‘N’S will not benefit. 
Send 5 cents to Ripans Chemical Co., 
New York, for Io samples and 1,000 

| testimonials. 
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do this places any publisher in 


definite information and 
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I place the utmost reliance upon the circulation quotations 
in the American Newspaper Directory, and the publisher who 
offers excuses and protests against its inaccuracy has no one to 
blame but himself, as a correct rating is easily obtained by simply 
telling the truth and supplying the necessary figures. 


varicators, to which class he evidently belongs. 
Advertisers should patronize such pubiications as afford 


lefin avoid all others as a rat would a 
sinking ship.—Advertisers’ Guide for June, 1899. 
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PRINTERS’ INK. 


It ARIZONA REPUBLICAN) Sss<s<e<cs<e<y 


Published at Phoenix, the Capital W W 
of Arizona, asks for patronage on 
these grounds : | W W 
It is the only newspaper in Arizona published eAe one 
every day in the year. W WW 
It is the only newspaper in the Southwest, 
outside of Los Angeles, that operates a perfecting r */\* 
press and a battery of 1 inoty pes Y ) Written Y 1) 
, 


It is the only newspaper in Arizona that has eAe, 
a general circulation. | 


The circulation of the REPUBLICAN exceeds | \ Designed and \ 
the combined circulation of all the other daily | ) rf 
| W Printed. W 


newspapers in the Territory. 


For rates address, ° b, 
Charles C. Randolph, Publisher, or W I \vrite, design and print WW 
H. D. La Coste, 38 Park Row, New York. | NY Booklets, Circulars and Adver- W 


abacus. tisements of every description. 
COLD SHELL RINGS. *(\4| No one has better facilities. No [ny 
\W one can do it better. If you W 
Y | mean business write me on your | q 
*/(\4| own letter-head telling your 
NW, needs. I will furnish youacover W 
design and dummy of a booklet, |° 
circular or advertisement I W 
would advise, free of cost, with | Kf\y 
\ Y) estimate for the writing, design- IW 
" ( ing and printing —. Only | 
Made especially for premium purposes. ) one order needed. No bother- W 
Send for “Hot Catalogue, containing Cold | K/f\%] ing with artists, engravers or 
Facts and Pretty Pictures.” WW printers. Y 7] 


CLARK & COOMBS, WY | attend to the whole business. W 


36 West Exchange St., Providence, R. I. 
= wM. JOHNSTON, —| 7 
Manager Printers’ Ink Press, W 
iv ) Spruce St., New 1 Von. W 























Nf "TAN 
COLD SHELL RINCS. | 


Published weekly, is the organ of 
A | | S the Charity Organization Society 
of the City of New York. 


It is the mouthpiece and authoritative exponent of New York charity. It is rez ad 
by all interested in New York charity. It goes into the homes of the richest, most 
influential and religious citizens of New York of every denomination. Its contribu- 
tors and readers are men and women of intelligence, education, weaith and position. 

If you wish to sell the Charitable Institutions, Homes, Hospitals, !nfirmaries, 
Insane Asylums, the Clergy, Churches, Religious or Charitably inclined citizens 
of the city of New York you can du so > by an announcement in CHARITIES. 

If you have goods of established reputation which sell to the rich you can secure 
no better medium than Cuaririks. 

Classified advertising, 5c. per line. 

Display advertising 5c. per line, 14 lines (70 cents) tothe inch. Full page, 200 
agate lines, $10; half page, 100 agate lines, $5; one quarter page, 50 agate lines, 
$2.50. Special position, 25 per cent extra, if granted. Address, 


WILLIAM C, STUART, Publisher, 105 ‘EAST 22d STREET, NEW YORK CITY. 


THE Facnaoe ou rnal 


OF JERSEY CITY, N. J. 

















Was selected by a Committee of Advertising Experts appointed 
by the American Newspaper Directory as the newspaper in New 
Jersey entitled to highest rank for size. class and quality of cir- 
culation and consequent advertising value. 








Average Daily Ci Circulation” in n 1898 . 14,8 go 
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AHEAD OF ANY OTHER BOSTON DAILY. 


BOSTON TRAVELER 


During the past four months 
the BosTON TRAVELER has car- 
ried more columns of paid adver- 
tising than any other Boston daily. 
This is not generally known, but it 
is true nevertheless. 

Furthermore, the TRAVELER 


leads all the other afternoon papers 





in New England in circulation. 


Average 1898, 


4 6,868 Copies 


THE S. C. BECKWITH SPECIAL AGENCY, 








NEW YORK AND CHICAGO, 


























PRINTERS’ INK. 











A 
Valuable 
Special 
Edition 
will be 


THE 


BROOKLYN 
Datty EAGLe 


Educational 
Number 
of 


September roth. 
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OFFICE OF 


OPPENHEIMER & CO. 


312-322 Sycamore St., 
CINCINNATI, O. 


AucGustT 4, 1899. 
Mr. P. I. Jonson, 
13 Spruce St., New York. 
DEAR SIR:— 

We note your several ads with direct refer- 
ence to the new Ink Trust. Allow us to say that 
we have been using more or less of your Inks ever 
since you started in business, and so far have had 
no occasion to regret our connection with you. 
Your Inks have been satisfactory, and the fact that 
we have placed our orders with you and we have 
several manufacturers in close proximity, is evidence 
that the price is lower than we can obtain at home. 
These conditions remaining the same, we know of 
no reason why we should withdraw our patronage 
and hope you will be enabled to continue in the 
business, trust or no trust. 

Very truly yours, 
OprpENHEIMER & Co. 
L. K. O. 


een — 


The above letter covers the point more fully than if I were to write a 
half dozen pages of reading matter. Three of my largest competitors are 
located in Cincinnati, and there are two or three smaller ones throughout the 
State of Ohio. If my prices were not the lowest Mr. Oppenheimer would 
not foolishly send his orders to me and pay cash in advance when he can 
secure all the credit he wants at home. Send for my price list before ordering 
your Fall supply. Address, 


Printers Ink Jonson, 13 Spruce Street, New York. 
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Don't Discard the Musician 


He eats, drinks, sleeps, washes, drives, 
walks. He reads, writes, wears good 
clothes and uses the bike. He keeps 
house, he travels, he has sport. 


NOW THEN! 


He particularly reads every week 





THE 


MUSICAL COURIER 


20th Year. 


If you have anything to sell and you want to 
reach the 250,000 musical people of America, 
advertise in THE Musica Courier. 


Every Wednesday, $5.00 a Year. 


10 cents, all news-stands. 


19 Union Square. 


== RATES HICH —— 
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It Covers the Field. 


The Subscriber to ‘Printers’ 





Ink’’ gets a bird’s-eye view of the 





entire advertising field. 





Issued weekly, roc. per copy, $5.00 per year. 


The Advertiser in ‘‘ Printers’ 





Ink’’ reaches every advertiser of any 





prominence in the United States, 





Canada and Great Britain. 





Ratcs, $100 per page, smaller spaces pro rata. Classified 
ads, 25c. per line. 


Sample copy sent free to any 





applicant. 


Address, 
PRINTERS’ INK, 
10 Spruce Street, 
New York City. 
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Out September ist. 


American Newspaper Directory 
Fall, (899, Edition 


Revised and Enlarged. 











OVER FOURTEEN HUNDRED PAGES. 





Price, Five Dollars. 


(Sent, carriage prepaid, on receipt of price.) 





Address, - GEO, P. ROWELL & CO., Publishers, 





No. 10 Spruce Street, New York. 
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American 
Newspaper Directory 


[ISSUED QUARTERLY. ] 


ESTABLISHED 1869. 


This work is the source of information on Newspaper Statis- 
tics in the United States and Canada. 

Advertisers, Advertising Agents, Editors, Politicians and the 
Departments of the Government rely upon its statements as the recognized authority. 

It gives a brief description of each place in which newspapers 
are published, population, railroads, local industries, name and location of county, etc., ete. 
It gives the names of all Newspapers and other Periodicals. 

It gives the Politics, Religion, Class, Nationality, etc. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Price. 

It gives the Date of Establishment. 

It gives the Circulation—present, as well as for a series of 
years past, thus enabling an advertiser to determine the probable future of a paper. 

It gives a separate list of all papers rated in the body of the 
book with a circulation of over one thousand. 

It gives a separate list of all newspapers issued on Sunday 
with a circulation of over one thousand. 

It gives a list of all Class Publications (Religious, Agricult- 


ural, Medical, Trade, in Foreign Languages, etc.), with a circulation of over 1,000, and a 





complete index to each class. 

It gives a separate list of new newspapers established since 
the publication of the last issue or catalogued for the first time in the current edition. 

It contains maps of each State, showing towns in which there 
are newspapers with more than 1,000 circulation. 

It also contains other valuable tables and classifications. 

The price of the AMERICAN NEWSPAPER DIRECTORY is Five Dol- 
lars—net cash, all charges prepaid. 


As the most important portion of the information supplied by a mercantile agency con- 
sists of a report of the financial strength of the person about whom information is asked, so 
is the circu/ation of a newspaper generally considered the point upon which information 
will be of most value to the advertiser. The greatest possible care is taken to make the 
Direcrory reports correct. Every publisher is applied to systematically. Allinformation 
is taken in a form which excludes any but definite statements ; while every effort is made to 
protect honest publishers against such as would resort to disingenuous reports to gain an 
unfair advantage, 


Address, GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 
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To Advertisers in Street Cars 


We are specialists in 





the production of effect- 
ive Car Advertisements 
and are anxious to sub- 
mit samples of our work 


to present or prospective 





users of this form of 


advertising. 


THE GIBBS & | 
WILLIAMS CO., 





68 New Chambers St., 
New York. 


TELEPHONE 1682 JOHN. 





reads 


are better than one.” 
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IPIRDIN Te iS” DINK 


A JOURNAL FOR ADVERTISERS 


HELPS ADVERTISERS, 


By publishing every week the latest plans used by 
large and small advertisers to extend their business. 

The schemes, style and methods of advertising 
which have been used successfully are told in well- 
written and concise interviews. 

PRINTERS’ INK teaches good advertising by exciting 
thought and discussion, expressing occasionally an 
opinion in favor of one plan and opposing another, but 
making no effort to be consistent, advocating to-day 
to-day’s opinions, and abandoning yesterday’s theories 
to the dead past. 

Your Newspaper Advertising, Circulars, Booklets, 
Printed Matter, Display Advertising, Outdoor or In- 
door, and the Store itself will be benefited by reading 
PRINTERS’ INK, 


SUBSCRIPTION 
FIVE DOLLARS A YEAR. 





ADVERTISING RATES: 
CLASSIFIED 25 CENTS 
A LINE EACH TIME. 
DISPLAY 50 CENTS A 
LINE EACH TIME. 
ADDRESS 
PRINTERS’ INK 
10 SPRUCE ST., NEW YORK. 
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" Rochester 
WN N.Y. 
AN R OCHESTER boasts of a fine and well- 


managed street railway system, the 
cars running to all parts of the city 
and suburbs, with an annual traffic of 


AN 22,000,000. 
At the rate charged for a card in all of the 


MN electric cars, it is the lowest for circulation, that 
MN is continuous, of any medium of publicity in this 
M\\ prosperous city of 150,000 population. 

MN The cars are principally of the Gilbert Com- 
ANN pany, affording a display better than others and 
NN practically unavoidable. 

AN If you wish to have an advertisement that will 
AN and must be seen by all residents and transients, 
AN put it in the Rochester cars. 


WN SPECIAL OUTSIDE 
WN AND WINDOW 
MN ADVERTISING SPACE 


AN We have on the outside of the Rochester 
AN Railway cars the privilege of a sign on the step 
AN risers 9x30 inches, also a sign on the front of 
AN the closed vestibules 22x28 inches, and ihe priv- 
AN ilege of placing a show card or bill in the center 
AN windows, size 14x22 inches. 

AN Rates for any of the above space on appli- 


WN cation. 
MN guaran 


\’ GEO. KISSAM & CO., 


A\ 16 State St., Rochester. 253 Broadway, N. Y. 


N W 
<2... 2... LL. LO. L.A a. ys 














